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BEER FIELD REVEALS: orn a 


10 out of 12 advertisers who increased their Spot TV budgets 
in 1957 showed an increase in sales. 











3 out of 7 beer advertisers who reduced their Spot TV budgets 
in 1957 showed a decrease in sales. 


Yes, the winning brands are the ones which expand their Spot TV 
advertising. For documented facts, get the Petry Company Report, 
‘What Spot TV Did for Beer Sales."’ A copy is yours for the asking. 


Television Division 


Edward Petry & Co., Inc. 


The Original Station Representative 
New York + Chicago « Atlanta + Boston « Dallas + Detroit + Los Angeles « San Fr i * St. Louis 








there’s no hiding the fact 


VIEWING HABITS 

HAVE CHANGED 
IN 

COLUMBUS, OHIO 


Latest Nielsen figures for 
Columbus, Ohio show WTVN-TV 
with a 35.6 share of audience 
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Columbus, Ohio e see your Katz man 
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PERIL~. . their partner! 
DANGER...their cargo! 


Every week a half-hour 
racing with EXCITEMENT, 
sizzling with SUSPENSE! 
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. IN THE COLORFUL CARRIBBEAN! 








A HERO you'll always remember... 






A HEROINE you'll never forget! 
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MORE 


OUTDOOR 
ADVENTURE 


PER HALF HOUR! 










_..to give YOU More VIEWERS! 
More SALES! More PROFITS! 


Compelling 
MERCHANDISING 

and PROMOTION AIDS 
help you win immediate 
audience acce ptance, 
build market-wide interest 
and enthusiasm, 

pave the way to greater 
selling success! 
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PLANS FOR 
ae YOUR FUTURE 
Television Age IN THE FIRST 


7 NEW LIGHT ON DAYTIME 


Three-network competition shows surprising results 
in billings, advertisers, audience 


THE J. IS FOR JAMES 


The world’s biggest agency, J. Walter Thompson, 
dislikes being reminded of its size 


CREATIVITY BASIC 


Belief in philosophy that story is essential has 


been a keystone in the UPA success 


TOO-PERFECT ANNOUNCERS 


Grey executive finds many tv salesmen dress too 
perfectly, read lines too smoothly 


BUILDING WITH TV 


Medium pays off well for clients of Indianapolis’ 
eight-year-old Ruben Advertising 


DEPARTMENTS 


9 Publisher’s Letter 59 Washington Memo 
Report to the readers Tv and Capitol Hill 


19 Letters to the Editor 61 Wall Street Report 


The customers always write The financial picture 


27 Tele-scope 63 Spot Report 
What's ahead behind the scenes Digest of national activity 


Business Barometer 66 Audience Charts 


Measuring the trends Who watches what 


Newsfront 77 In the Picture 


The way it happened Portraits of people in the news ART F iz LY 
Film Report 78 In Camera 
Round-up of news The lighter side RF p () RT 


On eight pages 


starting page 11 











It's this easy 


to get programs and sponsors together, anytime 


When television programs and commercials are recorded on Videotape*, they can be scheduled to run in 
almost any combination and at any time. Stations can dovetail schedules for local, network and special 
events. quickly and easily. “‘Live’’ spots can be run at any availability. And both can be timed to reach 
pre-selected audiences. — 


And with Videotape, stations can plan more “‘local live’’ programs... . increase the number of “‘local live’’ 
commercials... build up station income. 


But this is just part of the story. Let.us teil you how completely the Ampex VR-1000 Videotape Recorder is 
changing the face of television. Write today. 


CONVERTS TO COLOR ANYTIME + LIVE QUALITY « IMMEDIATE PLAYBACK » PRACTICAL EDITING + TAPES INTERCHANGEABLE + TAPES ERASABLE, REUSABLE + LOWEST OVERALL COST 








850 CHARTER STREET, REDWOOD CITY, CALIFORNIA AMPEX 
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tim AMPEX Corr. 
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Letter from the Publisher 


Record of Achievement 

As the Television Bureau of Advertising passes another milestone 
and steams into its fifth year, it is well to take stock of its accomplish- 
ments as well as its future objectives. 

Since manpower is the most important aspect of any service or- 
ganization, TvB was extremely fortunate in having from the very 
first a strong management team. With Oliver Treyz as president and 
Norman (Pete) Cash as his first lieutenant, the organization got off 
to a fast start. After Ollie Treyz resigned to become president of ABC 
two years ago, Pete Cash was elected president and continued to 
expand an organization that was, in fact, jet-propelled. 

The election of George Huntington, John Sheehan, Howard 
Abrahams and Dr. Leon Arons as vice presidents will further 
strengthen TvB under Pete Cash’s leadership. 

TvB has covered a great deal of ground over the past four years. 
It has called on hundreds of advertisers and agencies, making presen- 
tations and supplying needed information about the medium, answer- 
ing the pitches made by competitive media. The industry is reaping 
the rewards of TvB’s efforts in dollar returns. The bureau is re- 
sponsible for several major accounts in tv. This past year TvB fur- 
ther expanded its services by holding sales clinics throughout the 
country. These sales-training sessions, the first of their kind ever to 
be held in the television business, were tremendously valuable in 
transmitting sales aids, ideas and methods to the sales personnel of 
member stations who attended these meetings. 


Line of Communication 


The film presentations of the bureau have been professionally pro- 
duced and most effective in their dramatization of the various aspects 
of the tv sales story. These film presentations, combining as they do 
the basic selling of television in sight, sound and motion, have been 
aimed at local as well as national levels. And the bureau has but- 
tressed these efforts with on-the-air promotion of television. TvB is 
the industry’s line of communication with other organizations such 
as the AAAA, the ANA, the National Retail Merchants Association, 
the National Retail Dry Goods Association, the National Retail 
Furniture Association and many other important groups. 

It is apparent, therefore, that TvB can rightly claim a great deal 
of credit for the television curve going northeast on the graph these 
past four years. In 1958 television has retained its No. 1 position 
among all national media in the face of the business recession in the 
early part of the year. 


Industry Support 

The bureau has achieved another historic milestone this year in 
racking up a near million-dollar membership revenue. It should 
surpass this figure in 1959. 

What does the future hold? A two-million-dollar membership goal 
is a realistic objective. The Bureau of Advertising of the ANPA has 
a budget of $1.8 million. When TvB passes that figure it will be well 
on its way to unified industry support. 


Cordially, ils 7A 


“Stocks furniture 
on tape” 


Mr. Robert Breckner 
V. P. Programming 
KTTV, Los Angeles 


“We Videotaped* the world’s 
largest home furnishing store, 
Barker Bros., floor by floor — in 
one session of less than 5 hours, 
we recorded a huge collection of 
furniture, complete with motion. 
This technique, which has enabled 
KTTV to capture the immensity of 
this store and its stock, is helping 
Barker Bros. and its agency, Mays 
& Company, get more out of its TV 
than ever before.” 


AMPEX 


CORPORATION 




















*TM Ampex Corporation 
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(Advertisement) 


‘This One’s On Us’’ 


We’re not goof-proof—even though we have the finest and 
ablest people in our operating positions. Sometimes the grem- 


lins run riot, and we mess up someone’s spot. 


But there’s the BIG DIFFERENCE—you don’t call us— 


we call you. 


Our proudest possession is the complete confidence and re- 


liance our clients and viewers place in us. 


To this we’re totally committed: if there’s any question of 
poor execution—if it’s anything short of perfect—we run a 
makegood or issue a credit—you have the choice. In any 


event you know about it first. 


Leo Blum of Blum & Bruce Agency in Columbus, Ohio, 
said recently to a client: “It’s never necessary to monitor 
spots on WNDU-TV—those people are more critical of their 
own handling of commercials than we at the agency would 


ever dare to be.” 


Your money buys full measure with us. 
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1950's 


most significant television news event 
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This is only one of many productions of magnitude 
envisioned by ITC, Independent Television Corporation. 


Less than ninety days ago, 

Jack Wrather, Chairman of the Board, 

and Walter Kingsley, President of ITC, said: 
“We're going to provide the television industry 
with facilities — sales, service and products — 
without equal anywhere throughout the world.” 


By September 22, another announcement was made 

of “the first of several expansion moves planned for ITC 
both here and abroad.” Jack Wrather and Walter Kingsley 
stated that ITC had acquired TPA, 

Television Programs of America, Inc., 

a leading television production and distribution company. 


This then is ITC’s first “Quarterly Report” to you in 
the advertising industry. 


ON THE NETWORKS: 


LASSIE—(CBS) 7he Emmy and Peabody Award-winning 
all-family program! 


Sponsored by The Campbell Soup Company through 
Batten, Barton, Durstine & Osborn, Inc. Now in its 5th year in television. 


THE LONE RANGER (ABC, CBS) — 7he first Western and /ongest 


~ run show produced for television! 
A, Sponsored by General Mills, Inc. through Dancer-Fitzgerald-Sample; 
~ The Cracker Jack Co. through Leo Burnett, Inc.; The Nestle Co., Inc. through 
\ x McCann-Erickson, Inc. and Smith Bros. through Sullivan, Stauffer, Colwell & Bayles. 
2 +4 Now in its 25th year in broadcasting—10th in television. 
\ FURY (NBC) — Consistently delivering a higher share-of-audience 
\ than any other network show! 


‘y Sponsored by The Borden Company, Inc. and General Foods, Inc. through 
: Benton & Bowles. 


THE GALE STORM SHOW (CBS)—/nstantaneous hit, now 
b+ sponsored for third successful year! 
ae, 4 Sponsored by The Nestle Co., Inc. through Sryan Houston, Inc. and Lever Brothers 
$ ae! oO’. 
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sponsored for third successful year! 


Sponsored by The Nestle Co., Inc. through Bryan Houston, Inc. and Lever Brothers 
—_——_-—-——_ Company {to start January, 1959). 


IN PRODUCTION FOR NATIONAL SALE: 
THE FOUR JUST MEN- Based on Edgar Wallace's thrilling novels, starring 


Dan Dailey, Vittorio DeSica and Jack Hawkins. 


CANNONBALL- stirring human-interest series about truckers on the highway 
to high adventure, produced by Robert Maxwell, creator of Lassie. 


THE ADVENTURES OF TOM SWIFT_— Daring space-age version of the 


beloved all-American classic. 


INTERPOL CALLING — chilling drama of the international police force. 


FOR LOCAL MARKETING: 
SERGEANT PRESTON OF THE YUKON - First time available locally 


after 3 years on CBS Television. 


NEW YORK CONFIDENTIAL —sponsored regionally by D-X Sunray Oil Co., 


Inc.; Drewrys, Limited. 


JEFF’S COLLIE (Syndication title) — the original cast that made Lassie the 
network’s most honored show. 


ARROW PRODUCTIONS: 


SUSIE, re-runs Of Private Secretary—starring Ann Sothern. 


THE ADVENTURES OF TUGBOAT ANNIE 
THE NEW ADVENTURES OF CHARLIE CHAN 
HAWKEYE AND THE LAST OF MOHICANS 
FEATURE ANTHOLOGY 

THE COUNT OF MONTE CRISTO 

RAMAR OF THE JUNGLE 

STAGE 7 

THE HALLS OF IVY 

MYSTERY IS MY BUSINESS 


ITC’s objective is to enable you to be a winner 
in the constant contest for audience. 


We think you'll enjoy talking matters over with us 
when you want to increase your sales — 

and we'd welcome being of service to you. 

If you prefer, you can write directly to us. 
Telephone or wire collect if you wish. 

We're making 1959 strategy-for-sales plans today. 
We cordially invite you to join us— 

to let us make our plans together. 
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-¥, VITTORIO De SICA, and “ae: 
1 the first of ITC's “series of stature”. 





The Jack Wrather Organization 


Associated Television, Ltd 


Car! M Loeb,RhoadesandCo 
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488 Madison Avenue’s New York 22 + Plaza 5-2100 — Walter Kingsley, President 
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Sponsor Identification 

We are making a study of sponsor 
identification of television programs. 
Have you published any reports or 
studies which include such a question 
as “Can you name the sponsor of this 
program?” ... 


WesLEY AVES 

President 

Wesley Aves & Associates 
Grand Rapids 


Note: A new study along these lines is 
now in work, It should appear in TV AGE soon 
after the first of the year. 


Plymouth Agency 

In your issue of Nov. 3, 1958, you 
published a listing of “Best-Liked Tv 
Commercials,” based on ARB’s Na- 
tional Diary Sample, Sept. 6-12, 1958. 
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Lowest Cost 


86%* of CBS 
Commercial 
Time is 
ordered on 


WTHI-TV 


TERRE HAUTE 
INDIANA 


Channel 














In this you list N. W. Ayer as handling 
Plymouth. 

Grant Advertising is fortunate 
enough to be handling television adver- 
tising for both Dodge and Plymouth, 
and as a matter of record, we are 
particularly proud that both Plymouth 
and Dodge commercials handled by 
our agency have placed numbers 3 and 
4 in the ARB poll. 

Ropert C. Mack 
Vice President 
Television & Radio 
Grant Advertising 
Detroit 


Note: Although N. W. Ayer has been the 
agency of record for Plymouth until recently 
Grant Adv. has handled all television com- 
mercials since last spring. Recently Grant was 
made the official agency for all Plymouth 
radio and tv advertising. 


Pontiac Presentation 
I certainly appreciate the excellent 
coverage you gave our Pontiac cam- 
paign in your feature article in this 
week’s TELEVISION AGE. This is a great 
job of reporting by outlining the spe- 
cific steps which went into the Pontiac 
presentation . . . we all hope the finish 
to the story is a regular spot schedule. 
Bruce Bryant 
General Manager 
CBS Television Spot Sales 
New York City 


Parker to Use More Tv 
. . it is almost a certainty that we 
will be using more television in the 
coming year. Certainly its effectiveness 
has helped make this year a successful 

one for Parker. 

James A. R. STaurF 
Advertising Manager 
Parker Pen Co. 
Janesville, Wis. 


Buenos Aires Reader 
. . « I have just started an advertis- 
ing agency. My aim is to offer a special 
service of promotional work to stations 
established in the interior of our 
country . . . the kind of service that 
agencies established in New York offer 
to big advertisers for their campaigns 
through the United States. Wonderful 
(Continued on page 22) 
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UTICA-ROME 
SYRACUSE 
ROCHESTER 
BUFFALO 
BINGHAMTON 
ITHACA 
ELMIRA-CORNING 


BOSTON 


WORCESTER 
SPRINGFIELD 
HOLYOKE 
KEENE 
ALBANY 
GLENS FALLS 


DETROIT 


@ ERIE 
MOHAWK AIRLINES 


eS 
The Route of SY the Air Chiefs 
EXECUTIVE OFFICES: UTICA,NEW YORK 
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STARRING | 


now available...78 of television's highest-rated mystery thrillers 













The No. 1 
Mystery Series Nationally ©, 
with a 17.1 Rating* ca 


Who likes Mike? Just about everybody! 
Take the viewers. They’ve already pushed 
, MIKE HAMMER right up to the top — highest-rated 
of all syndicated mystery shows. Take the local sponsors. 
| The minute MCA TV broke the big news on the 
second series, more than a score renewed for 1959! 
A word to the wise — better get there fustest 
with the fastest action show on TV! 


— 








Write, wire, phone your 
MCA TV representative today. 


mca tv 


FILM SYNDICATION 





... in Signet editions alone! One title — “I, The Jury” , 
—had the largest pre-publication print order in publishing 598 Madison Avenue 
history (4,500,000). New York 22, N. Y. (Plaza 9-7500) 


and principal cities everywhere 


tS 


*Latest available ARB ratings thru October, 1958 
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Gets Top Ratings on 
KDKA-TV, Pittsburgh 


Wire or phone 
Art Kerman 
today for 
availability 


GOVERNOR TELEVISION 


151 West 46th St., N.Y.C, 


THE 
LAUREL 


AND 
HARDY 
SHOW 
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your market, 


JUdson 6-3675 











Letters (Continued from page 19) 


inspirational material comes through 
the articles in your magazine . . . but 
I would like to get more information 
if possible. I would like to start by 
making a careful market analysis of 
the cities where stations are located 
and sell first the market and then the 
medium applied to each particular 
need or product. How is this done in 
your country? How do the representa- 
tives follow up the prospective cus- 
tomer until they get the business? 


WALTER MARTINEZ 
Advertising & Sales Promotion 
Buenos Aires 


Note: Any suggestions? 


Eight of 10 


...I note that the ARB ratings 
for Pittsburgh (taken Sept. 6-12) 
lacked one significant detail. The Miss 
America Pageant on Sept. 6 received 
a pleasing ARB of 51.3, thereby oc- 
cupying the top spot for the week. 

Had this program been included in 
the figures of TELEVISION AGE, KDKA-TV 
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Ideas spring from imagination. From copywriters, 
TV directors, account executives, nepheivs. Very 
often they come from producers............ like 


animation inc 


736 N. Seward St. + Hollywood 38 - HOllywood 4-1117 
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would have received eight of the top 
10 network credits. While Miss 
America was a one-time-only special, 
I took the liberty of putting it into a 
similar category with Shirley Temple’s 
Storybook. A mere detail, of course, 
BD. a 

PETER THORNTON 

Publicity Director 

KDKA-TV Pittsburgh 


Product Group Stories 


Some time ago we obtained from you 
a series of reprints of “product group 
success stories” which included banks 
and savings institutions, dry cleaners 
and laundries, food manufacturers and 
processors, etc. If you have a new series 
of this type, we would appreciate re- 
ceiving four sets. 
Frep W. Drewry 
North Dakota Broadcasting Co. 
Fargo, N. D. 


Note: The original series of Product Group 
Success Stories included 40 different classifi- 
cations and is still available in reprint form. 
A new series is now in preparation following 
a slightly different format and bringing all 
success stories up to date. First article in the 
series, on Dairies and Dairy Products, will ap- 
pear in a December issue. 


Uhf Stations 


We are interested in obtaining a list 
of uhf tv stations in the United States. 
Upon inquiry with the FCC, Washing- 
ton, D. C., we are advised to write to 
you. If a uhf station list is available, 
will you please write us... . 


LEE SCHWEITZER 

Sales Manager 

Colman Tool & Machine Co. 
Amarillo 


Note: The Quarterly TELEVISION ACE Station 
Directory includes both uhf and vhf stations 
on the air. A copy is being forwarded to Mr. 
Schweitzer. 


News Directors 


We are interested in a list of news 
directors and editors in the United 
States. Could you supply such a list? 


Joun H. Cote 

Flashlight Camera Co. 

San Bernardino, Calif. 

Note: Our annual listing of news directors 


and editors will appear in the Dec. 29th is- 
sue of TELEVISION AGE. 








the new VHE giant 
changes the TV 
picture in Buffalo fo 





A brand new image beams its full coverage to over 500,000 TV homes BUFFALO’S TOWERING 
in Western New York and over 475,000 TV homes in Southern On- GIANT*®1078 FOOT 
tario, starting November 30. This powerful signal, of WKBW-TY, will TOWER 2811 FT. ABOVE 
deliver the impact of the ABC network's great lineup of full entertain- SEA LEVEL 


ment . . . exclusively ...to this primary signal area. - 


Add to this... outstanding new feature films, progressive local pro- 


gramming and personalities, developed to penetrate every TV home in OVER 500,000 T. V. 
the vast Niagara Frontier . . . and ag have the planned format that will HOMES PLUS HUGE 
put this giant image to work for you... selling brand image and 475,000 TV HOME 
product preference throughout the 11 counties of this 14th largest MARKET BONUS IN 
market. See your Avery-Knodel representative for the full story. CANADA 





Represented Nationally by 


AVERY-+-+KNOODEL 


INCORPORATED 


NEW YORK ATLANTA DALLAS DETROIT SAN FRANCISCO LOS ANGELES CHICAGO SEATTLE 
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By 
the dawn’s 
early light... 


Qn January 27, 1958, in agrim postscript to Sputnik, 
President Eisenhower said: ‘‘National security re- 
quires that prompt action be taken to improve and 
expand the teaching of science...” Only one high 
school student in four was studying physics, only one 
in three taking chemistry. Since 1950, the number 
of qualified high school science teachers had dropped 
an alarming 53%. 

On October 6, 1958, the National Broadcast- 
ing Company, in partnership with leading American 
educational and industrial organizations*, undertook 
prompt action by launching the world’s largest class. 
The subject: Atomic Age Physics. Telecast five times 
weekly from 6:30-7:00 a.m., NBC’s Continental 
Classroom exposed a priceless national asset — the 
knowledge and teaching skill of eminent physicist 
Harvey E. White—to teachers and students through- 
out America. And strange things began to happen... 

As dawn broke over America, television sets 
flicked on in homes, in fraternity lounges, in high 
school and college classrooms, in dormitories, in en- 
gineering laboratories. In rapid sequence, 144 stations 
cleared time for the course; 243 colleges and univer- 
sities offered full academic credit; 27,000 students 
mailed in 50 cents each for a syllabus; an estimated 
270,000 Americans began sitting in with Dr. White 
and his students on their home sets. 

Dr. James R. Killian, Jr., White House scien- 
tific advisor, considers Continental Classroom ‘‘truly 
a bold educational experiment in the nation’s interest.” 
How far can it go, in one two-semester stroke, to- 
ward erasing the most perilous educational lag this 
nation faces? No one is certain. But the only tele- 
vision network ever to use its commercial facilities 
to create a national classroom is certain that it is 


worth finding out. 


NBC TELEVISION NETWORK 


*THE AMERICAN ASSOCIATION OF COLLEGES FOR TEACHER EDUCATION - BELL TELEPHONE 
SYSTEM + THE FORD FOUNDATION ~ THE FUND FOR THE ADVANCEMENT OF EDUCATION 
GENERAL FOODS FUND + INTERNATIONAL BUSINESS MACHINES »* PITTSBURGH PLATE 
GLASS FOUNDATION + STANDARD Oil COMPANY OF CALIFORNIA » UNITED STATES STEEL 








26 December 1, 1958, Television Age 





341,814 Dick Wellings... 


Dick works at one of the 500 major oil 
companies that headquarter in Tulsa and 
make it the “Oil Capital of the World.” 
Smart advertisers reach the 341,814 families 
in this market over KOTV © the station 
that has been first in Tulsa in every survey 
since 1949. Represented by Petry 

Sources: 23 ARB, Telepulse surveys; 

TV Mag. 7/58. 








203,300 Bill Wagners... 


Bill is a skilled machinist in a factory 
manufacturing agricultural machinery. He 
and his family are representative of the 
203,300 families that make Fort Wayne 
the nation’s No. 1 test market. 


Smart advertisers reach this market over 
WANE-TV @ because more families 
watch WANE-TV than any other station 
in the billion-dollar all-UHF Fort Wayne 
market. Represented by Petry. 


Sources: Area ARB, 11/57; TV Mag. 7/58. 





KGUL-TV 





583,192 Larry Egans... 


Larry is a plant manager for a local food 
packer. He and his family symbolize the 
583,192 families that make up the Houston 
market which accounts for \% of all the 
income, sales and business in the state 

of Texas. 

To reach and sell these families . . . use 
KGUL-TV © ... the only station 
delivering city-grade service to Houston and 
Galveston. Represented by CBS Spot Sales. 


Sources: TV Mag. 7/58. 





763,232 Jim Hookers... 


Jim is a skilled technician with one of the 
large pharmaceutical companies in 
Indianapolis. He is typical of the 

763,232 families that make Indianapolis the 
nation’s 14th television market. 

Smart advertisers reach the Jim Hookers 
over WISH-TV © the station that has 
dominated the Indianapolis market in 25 
consecutive surveys. Represented by Bolling. 
Sources: All ARB, Telepulse, Nielsen 
surveys since July 1955; TV Mag. 7/58. 


THE CORINTHIAN STATIONS Responsibility in Broadcasting 


KOTV Tulsa ® 


KGUL-TV Houston @® WANE & WANE-TV Fort Wayne ® WISH & WISH-TV Indianapolis 














WHAT'S AHEAD BEHIND THE SCENES Te | e2-SCcOo Dp e 


Pontiac to Use Spot Tv 

Pontiac will use spot television again on a regular basis 
starting in January, it was reported at press time. The 
auto manufacturer had not used the medium in almost two 
years until recently, when it ran a short four-day campaign 
over 154 stations in 59 markets to introduce its 1959 
models. It was the success of this campaign which sparked 
Pontiac’s new evaluation of spot tv. 


Insurance Men in Spot 

Although having bought the NBC-TV Today show last 
spring in 128 markets and then supplementing it with spot 
buys in an additional 40, the National Association of In- 
surance Agents will go 100 per cent into spot next year. 
Early March is the starting date for schedules in about 155 
markets, with news, weather and sports programs to be 
purchased for an initial 26 weeks. Frequencies will range 
upwards from one show per week, and the schedules could 
be extended if results are good. Pat Flynn and Hubert 
Sweet will handle the buying from Doremus & Co., New 
York. 


Florist Campaign 

The first spot campaign for the Florists’ Telegraph De- 
livery Association since its move to Keyes, Madden & 
Jones, Inc., in September will begin about Dec. 16 in the 
top 20 tv markets. Saturation-type schedules will run in 
a “flowers for the holidays” promotion. Merle Myers han- 
dles the timebuying from the Chicago office. 


CNP Looks at Hour Series 

California National Productions may introduce as many 
as six new programs into syndication in 1959. Although 
details on production have not as yet been ironed out, it’s 
understood that one of the new syndicated offerings will 
be a series of hour-long dramas. An anthology format is 
under consideration, ranging from heavy dramas to light 
comedies. The syndication success of Cameo Theatre (a 
group of hour-length dramas taken from the original 
NBC Matinee Theatre) prompted the thinking. Produc- 
tion costs for such an ambitious program would be high, 
but not necessarily double that of half-hours, CNP execu- 
tives reason. Their thinking is that many advertisers with 
money to spend have stayed away from syndication be- 
cause they wanted product identification with a prestige 
show. 


Diamond Walnut Tv 

In a rare video campaign, Diamond Walnut Growers, 
Inc., has set some brief schedules in a few top markets. 
The placements consist of ID’s in prime evening times. 
McCann-Erickson’s San Francisco office services the ac- 
count; Charles Richardson is the a.e. 


UA-TV in Half-Hour Business Only 

United Artists Television will no longer distribute fea- 
ture films to tv but will concentrate on the sale and de- 
velopment of half-hour syndicated series. The UA sub- 
sidiary has turned over to another UA company—United 
Artists Associated (formerly AAP)—the 163 features it 
had been distributing to stations. All features UA might 
release to television in the future will be handled by UAA 
personnel. The 163 features acquired by UAA are broken 
into four packages: “Lucky 7,” “UA 65,” “The Top 39” 
and “52 Award Group.” 


Wine Makers Like Medium 

While talk continues over the possibility of liquor ad- 
vertisers entering tv, the wine makers roll merrily on. 
With such names as Mogen David, Gallo, Manischewitz, 
etc., successfully using the medium, M. Henri Wines, Ltd., 
described as a major importer of alcoholic beverages, in- 
tends to promote its name through spot campaigns. Han- 
dled by the tv-conscious Product Services, Inc., the M. 
Henri schedules will first run in the metropolitan New 
York area. Jud Jaffe is account executive. 


CBS Films Pulls a Ripley 

CBS Films is making two claims these days which sound 
as though they came right out of Ripley. The first is that 
they’re not really selling Rendezvous at present (that will 
start within the next week), and the second is that they’ve 
been turning down alternate-week sponsorships for the 
series. Despite these strikes against the new anthology 
series, it has been sold to Humble Oil & Refining Co. for 
21 markets in Texas and New Mexico for 52 consecutive 
weeks, and to Rheingold beer for New York City, Bing- 
hamton and New Haven, also for 52 consecutive weeks. 
Another CBS Films’ property, Whirlybirds, has been re- 
newed in 60 markets for the third straight year by Con- 
tinental Oil Co. Desilu Productions will produce another 
33 episodes, to bring the total number up to 111. Conoco’s 
renewal will gross approximately $700,000 in time and 
talent. 


Granada Helps CBS-TV 

The recent “beat” scored by CBS-TV in the race to be 
the first in this country to air the coronation ceremonies 
of Pope John XXIII received an important assist from 
England’s Granada Tv Network. The original telecast 
from Rome was beamed via Eurovision to London, where 
it was converted from the Continental to the British system 
for English viewers. Picking up the broadcast at its Man- 
chester studio, Granada videotaped it for American audi- 
ences, converting from the British to U. S. system at the 
same time. A special converter was designed by Granada 
chief engineer Reg Hammans and combined with an im- 
ported Ampex recorder to make the taping possible. 
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...and Just as BIG as before! 


The enormous audience response to MGM 
features in their first runs is now being repeated in 
the record breaking re-runs! These are the ratings 
that are rocking the trade as Leo does it 


again and again in city after city! 
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encore! encore! 
in New York in Atlanta 
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share of the audience share of the audience 
with “HONKY TONK” re-run! with “THE SEARCH” re-run! 
WCBS.-TV, Late Show, Sept. 25 WSB-TV, 5 to 7 P.M., Sept. 6 
encore. encore: 
hele sycVinbesteyas in Miami 
share of the audience share’ of the audience 
with “BATAAN” re-run! with “WHITE CLIFFS OF | 
WJ Z-TV, Early Show, Sept. 11 DOVER” re-run! MGM-Tv 
WCKT.-TV, Midday Movie, Sept. 9 A Service of Loew's | 


Incorporated Bg. ag 


Write, wire or phone: Richard A. Harper, General Sales Manager 1540 Broadway, New York 36, N.Y. + JUdson 2-2000 
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Business barometer 


Increase in local business in September was the greatest since last March, while the 
gain in national spot was the biggest since October 1956. 





With the business recession definitely past, local television billings in September 
showed a gain of ll 
per cent over the pre- 
vious month, while LOCAL BUSINESS 
national spot was up Sept. Oct. Nov. Dec. Jan. Feb. Mar, Apr. May 
22.5 per cent for the 
same period. 





June July Aug Sept 


1957-58 


Comparing the local increase 
with that in previous 
September reports 
shows that the mark 80 
this year was the 1956-57 7 
highest of any since 
1953, when the Busi- 
ness Barometer index 
was started. 


















1955-56 





In 1954 local business in Sep- 
tember was up 5.9 per “ 
cent, in 1955 9.9 per “4 
cent, 1956 5.1 per oe 
cent, 1957 5.4 per ] “es 
cent and this year 11 ” 
per cent. 











National spot, too, set a new high gain for the month, with the biggest percentage 
increase on record for the period. 





Spot in 1954 was up 9 per cent SPOT BUSINESS 
in September, in 19595 Sept. Oct. Nov. Dee. Jan, Feb 
the gain was 16.2 per ee GES Oe. mE 
cent, 1956 16.6 per 
cent, 1957 13.2 per 
cent and this year 
22.5 per cent. 
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These two fine recovery 
records indicate the 
volatility of tele- 
vision and how sensi- 
tive it is to business 
improvement on the 
national level. The 
charts on this page 
give a clear picture 
of the September rec- 
ord as compared with 
other months for the 
past three years. 


The recent weakness of both + § 
local and national 
spot business is also 
indicated on the 3 
charts. 








1956-57 115 
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| 
The exclusive TELEVISION AGE 
Business Barometer re- 
ports are conducted on a nationwide basis with the assistance of Dun & Brad 
street. Reports from stations in all parts of the country are sent to that 
firm which furnishes percentage figures to the editors of the magazine 
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A report on network business for September will be carried in the December 15th 
issue of TV AGE. 
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: Imself » 
Starring James Gare 


in this greatest 


of all song and dance hits. 


RUN YOUR 








ate gil) gingint 
old song’ 
Grand old Flag 


«“[t’s A 
There,” 


“Mary,” “Over 
“Give My Regards 
To Broadway.” 






























SPECTACULAR! 
































NOW AYA 
LIMITED TO 2 SHOWINGS ONLY 


What an opportunity to do the kind of spectacular only 
networks have been able to program! From December 1, 1958 
to July 5, 1959 “Yankee Doodle Dandy,” smash hit musical is 
available for two showings only! It’s the film everybody wants 
t0 see again. Schedule one showing in the winter and the 
second as a perfect patriotic tie-in during the July 4th period. 


> WINNER 

' QF 3 GSCARS. 
NOMINATED 
FOR 5 MORE! 















JABLE FOR THE FIRSY TENE ON TY 



























ALREADY BOUCHT BY 


WBBM-TV, Chicago; WTVN-TV, Columbus, Ohio; WJAR-TV, 
Providence; W°BM-TV, Indianapolis; WSYR-TV, Syracuse; KNXT, 
Los Angeles; KUTV, Salt Lake City; CKLW-TV, Detroit; WTEN, 
Albany; KTNT-TV, Tacoma-Seattle; KBET-TV, Sacramento; KVAR, 
Phoenix; KROC-TV, Rochester, Minn.; WWLP, Springfield, Mass.; 
WHDH, Boston; WCNY-1V, Carthage, N. Y.; KCSJ-TV, Pueblo; 


KTVU, San Francisco; and WABT, Birmingham. 


For full details, write, wire, phone: 





United Artists Associated, Inc. 

345 Madison Ave., MUrray Hill 6-2323 
75 E. Wacker Dr., DEarborn 2-2030 
1511 Bryan St., Riverside 7-8553 
9110 Sunset Bivd., CRestview 6-5886 






NEW YORK 
CHICAGO 
DALLAS 
LOS ANGELES 
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MEET U.A.A. 


(United Artists Associated, Inc.) 


As the lawyers phrase it, “the assets and 
business of Associated Artists Productions 
Corp. have been acquired by United Artists 
Associated, Inc.” 
Translated this means that the same manage- 
ment, the same sales staff that brings you 
fine A.A.P. films will now also handle the 
great feature motion pictures of United Artists. 
This is important news to our friends in tel- 
evision. U.A.A. will provide you with 
a wide choice of outstanding films 
from a single source . . . films that 
will hold audiences and sell spon- 
sors. PLUS the kind of increased 
service that can add up to in- 
creased profits. 
Now that you’ve met us, let’s 
get together! 


UNITED ARTISTS ASSOCIATED, INC. 


NEW YORK 
345 Madison Ave., MUrray Hill 6-2323 


CHICAGO 
75 E. Wacker Dr., DEarborn 2-2030 
DALLAS 
1511 Bryan St., Riverside 7-8553 
LOS ANGELES 
9110 Sunset Bivd., CRestview 6-5886 
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British sponsors offered spot only ..... page 35 


Commercial popularity battle continues page 35 


Spot totals hit new high in TvB report .. page 71 


British Spot Tv 

England appears to have avoided a 
network-versus-spot controversy by the 
simple expedient of offering video ad- 
vertisers only a spot-buy arrangement. 
Whatever the policy’s merits and draw- 
backs may be, business, according to 
Eddie Pola, director of light entertain- 
ment for Granada TV Network, Ltd., 
couldn’t be better, with virtually all 
English stations sold out through June. 

As only one commercial channel is 
available to the country’s programmers, 
a total of 10 “contractors” share the 
facility, each operating during a pre- 
determined time period in a certain 
area. Granada’s “network”—consisting 
of a major transmitter and a booster 
transmitter—is on the air from 5 p.m. 
to midnight Monday through Friday in 
the Lancaster-Yorkshire northern area. 
Another broadcaster covers the same 
area on week-ends, while others blanket 
the south, midlands, Wales, etc., on 
either a split-week or seven-day basis. 

By law, advertisers in England are 
not permitted to control program con- 
tent, or even to sponsor specific pro- 
grams. The basic method of handling 
commercials is to run two full minutes 
of announcements between each 20 
minutes of programming. During the 
two-minute period, as many as five or 
six commercials are ganged together, 
depending on the length of each. (Max- 
imum spot length available is one min- 
ute.) While an advertiser technically 
can say or do little about the commer- 
cials grouped with his in a break, or 
about a specific period during which 
he wants his spots run, Mr. Pola notes 
that, as in this country, English broad- 
casters necessarily tend to favor major 
advertisers, avoiding product conflicts 
and offering choice time slots when- 
ever possible. 

About 90 per cent of all English com- 
mercials are on film, says Mr. Pola, for 


two basic reasons. One is that each con- 
tractor schedules the advertiser’s mes- 
sage at the time he has available, mean- 
ing each area gets the commercial at 
a different time, similar to a spot buy 
in this country. Secondly, again ac- 
cording to government regulations, no 
British entertainer or personality is 
permitted to do a product commercial 
as part of a program, virtually ruling 
out all live announcements. 

Within recent months, a concept 
known as “advertising magazine” pro- 






London airport is rendezvous for Gran- 
ada-TV official Peter Fraser Jones and 
CBS-TV news executive. Occasion was 
delivery of tape of Papal coronation 
ceremonies, transmitted via Eurovision 
to London and converted to American 
video system on exclusive Granada re- 
cording equipment in Manchester. 


gramming has appeared on some of the 
networks. This consists of a 15-minute 
live program in which the actors weave 
commercial messages into conversa- 
tional playlets. The British Government 
has endorsed such shows on the grounds 
that they do not constitute “entertain- 
ment.” Mr. Pola, however, reports the 
programs get high ratings and their 
chief “stars” are beginning to build 
Godfrey-like followings. 

Still at an early stage of development, 
commercial video in England appears 


able to attract huge audiences through- 
out the day. Nighttime ratings are so 
high during peak hours, notes Mr. Pola, 
that stations often program low-quality 
shows during those hours, saving high- 
rated shows such as Wagon Train and 
Gun Law (our Gunsmoke) for use in 
weaker time periods. 

Justifiably proud of the public-serv- 
ice programming offered English view- 
ers by both the British Broadcasting 
Co. and the commercial networks, Mr. 
Pola blames much of this country’s 
“inferior” programming on the fact 
that “too much is placed before the 
public.” He suggests that later starting 
times for telecasters would help im- 
prove over-all quality. 

While noting that Britishers have 
been given shows recently dealing with 
prostitution, segregation and homo- 
sexuality—and that American broad- 
casters could not schedule these pro- 
grams—Mr. Pola concedes that the 
English stations stand to lose neither 
audiences nor sponsors by occasionally 
tackling such topics. 


Piel’s No. 1 Again 


Piel’s beer took the lead over Hamm’s 
beer for the first time since July, in the 
American Research Bureau’s latest (Oc- 
tober) listing of favorite television com- 
mercials across the nation. This marks 
the eighth consecutive month that the 
two brewers have been battling it out 
for the top position in the survey. Alka 
Seltzer, which has been steadily climb- 
ing for the past five months, reached 
third place in the October popularity 
poll. 

The latest listing includes a number 
of new commercials and the return after 
long absences of a few old favorites. 
Maypo, which held first-place honors 
for two months last year, but had not 
appeared on the survey since April, 
bounced back in the fourth spot, and 
Gillette, which had been off the list since 
July, came back in a tie with Burger- 
meister for seventh place. 

Two surprises were Chesterfield, 
which ranked 12th this time after not 

(Continued on page 71) 
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Why NUT put all your eqgs 
... IONE basket? 





Now — More Than Ever One Station Provides Complete Coverage... 


Why take chances on having your sales story scrambled by 











too many cooks .. . at higher than necessary costs! Get the 
full top-quality coverage of this FOUR BILLION DOLLAR 
MARKET with WNEM-TV. 


See Your Petryman 


WNEM-TV 


NATIONAL SALES OFFICES OPERATIONS OFFICES 
FLINT STUDIOS SAGINAW-BAY CITY STUDIOS 




















BISHOP AIRPORT, FLINT, MICHIGAN 5700 BECKER RD., SAGINAW, MICHIGAN 
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New Light on Daytime 


Three-network competition 


shows sur prising results in billings, 


advertisers and audience 


Ww the American Broadcasting Co. an- 
nounced this past summer that it intended to 
enter daytime television with a full schedule of 
programming, certain voices in the industry antici- 
pated a well-known commercial and said it couldn’t 
be done. 

A measure of pessimism seemed well-founded. 
The country’s economy was just beginning to 
emerge from a serious setback. Rumors were prev- 
alent concerning the difficulties of the “full-time” 
networks—CBS and NBC— in lining up advertis- 
ers for existing shows. Obviously, it was thought, 
a third network could only succeed in further thin- 
ning the allocations of too-few sponsors. A limited 


amount of money would be drained from the older 
daytime networks to the new one, predicted some, 
with the end result being three weak operations. 

Still, on Oct. 13, ABC launched “Operation Day- 
break,” adding more than 70 quarter-hours of pro- 
gramming weekly to its schedule. 

One month later, the following situation existed 
at each of the networks: 

CBS-TV—80 per cent of its daytime program- 
ming sold. At the same time last year, reports a 
CBS sales executive, the figure was only a fraction 
higher—about 82 per cent. “We're confident we'll 
beat that figure very shortly,” he notes. “The trou- 
ble spot is our 10-11] a.m. period where we have two 











































































new programs. We have some schedule 
changes under consideration that should 
help the picture.” (At press time, the 
changes appear to include dropping one 
of the new quizzes for a re-run of the 
I Love Lucy films and scheduling the 
Arthur Godfrey Show at an earlier 
hour.) 

NBC-TV—better than 80 of 120 
weekly quarter-hours sold, in contrast 
to 73 sold at the same time last year. 
An NBC spokesman reports, “That 73- 
quarter-hour figure in 1957 represented 
a record high at the time. Not only have 
we surpassed it, but I think this is the 
first season in several years when we’ve 
been 100 per cent sold out in our 10:30 
a.m. to 1 p.m. period.” 

ABC-TV—-virtually 85 per cent sold, 
with its new programming 95 per cent 
sold on 26-week firm contracts with the 
network’s charter daytime advertisers. 

While the ABC daytime rates are ap- 
proximately half of those of NBC and 
CBS, the fact remains that the video in- 
dustry today appears well able to sup- 
port three networks. In spite of the dire 
prophecies made, the daytime picture 
at CBS and NBC is as good or better 
than it was last year at this time—while 
that at ABC must be looked on as near- 
ly 100 per cent improved. 

There are several basic reasons for 
the present high-flying status of day- 
time tv. Among them are: the total 
number of homes viewing daytime pro- 
grams has continued to increase each 
year; the number of viewers of the aver- 
age daytime network show has steadily 
mounted, with better than a 30-per-cent 
increase totaled over the past three 
years, and, in addition to various dis- 
count and flexibility plans offered by the 
networks to make daytime purchases 
more economically appealing to adver- 
tisers, the all-important cost-per-thou- 
sand has markedly declined. 

A few statistics: 

A. C. Nielsen data for March-April 
1958 show nearly 33 million U.S. homes 
weekly viewing television between the 
hours of 10 a.m. and 5 p.m. Monday 
through Friday. 

This total represents 77.5 per cent of 
all television homes in the country. 

The average viewing time per home 
during the five-day period is 10.5 hours. 

Total viewing hours for a single week 
is placed at 65.8 million. The total for a 
1957 week was 55.6 million, while that 
for 1956 was 45.5 million. For the same 


Durable Bert Parks hosts new 
NBC audience-participationer 











three years, evening weekly viewing in- 
creased from 65.4 million hours to 74.1 
million to 80.0 million. While both the 
day and night increases are substantial 
figures, daytime viewing increased 45 
per cent during the period, as compared 
to a 22-per-cent increase for nighttime 
viewing. 

While enough time has not yet elapsed 
to determine whether the block of ABC 
daytime programming in itself will at- 
tract additional network viewers, the 
combination of new programs and shuf- 
fled schedules on all three operations 
already appears to have had one sig- 
nificant result. 

A Nielsen chart for last January-Feb- 
ruary showed an hour-by-hour viewer- 
ship that began with 170,000 homes at 
6-7 a.m., leaped to 4.5 million between 
8 and 9 and climbed slowly to a peak 
between noon and 1 p.m. A two-hour 
decline followed until viewers began 
tuning in at 3 and a steady rise contin- 
ued into the evening programs. 

Now a similar chart prepared by Niel- 
sen for October 1958 shows a more 
gradual audience increase during the 
morning hours. While over-all viewing 
figures are down somewhat in the first 
weeks of the fall season, as compared to 
the peak viewing period of midwinter, 
the high point in the chart now comes 
an hour later—between 1 and 2 p.m. A 
very small decrease in viewing follows, 
and is registered for only one hour 
rather than two. 





The 2-3 p.m. period of slight decline 
will evidently see some bolstering, a 
move that could result in the viewership 
graph continuing upward in a smooth 
line. At present, the CBS line-up in the 
hour consists of the new Jimmy Dean 
program (which got off to a somewhat 
shaky critical reception and has already 
undergone some revision) and the long- 
running House Party. NBC fills the time 
with a new quiz, Haggis Baggis, and 
Truth or Consequences, which was 
moved from another time slot. At ABC, 
the first half-hour is filled by Chance 
For Romance, which seems to be the 
weakest of the network’s daytime 
entries. The second ABC half-hour is 
currently given over to local program- 
ming by affiliates. 

Of the 73.5 hours of daytime televi- 
sion aired each week, audience-partici- 
pation shows and serials make up the 
largest groups of sponsored program- 
ming. Twenty hours of audience-par- 











ticipation shows are telecast, as are 14 
hours of serials. Quiz and giveaway pro- 
grams occupy 10.5 hours weekly; day- 
time variety shows fill 12.5 hours; 
miscellaneous types take nearly 14 
hours. 

Children’s programming between the 
hours of 10 a.m. and 5 p.m. kas fallen 
off greatly since 1955. Then, about 9.5 
hours were telecast weekly. The figure 
this season is less than two hours, ac- 
cording to the Nielsen data. 

Kid shows aired between 9 and 10 
a.m. and 5 and 6 p.m. are largely re- 
sponsible for attracting the 4.5 million 
morning and almost six million after- 
noon children viewers noted by Nielsen. 
The morning group constitutes 37 per 
cent of the total audience; the evening 
group makes up about 30 per cent. 

Small groups of teen-agers (about 
five per cent) and men (about 15 per 
cent) are also noted in the daytime 
video audience, but by far the largest 
segment is made up of women—about 
45 per cent of the total viewers. The pro- 
portion of women to the full figure re- 
mains fairly constant throughout the 
day, although nearly twice as many 
women watch afternoon tv as morning 
tv (9,266,000 to 5,551,000). 

Because women control the purchas- 
ing of 90 per cent of all household sup- 
plies, influence or make 85 per cent of 
all store purchases and earn some $42 
billion yearly—according to statistics 
from the Television Bureau of Adver- 
tising—the huge daytime female audi- 
ence is avidly sought after by advertis- 
ers. A particular target is the “young 
housewife.” 

This audience of “young (under 35) 
housewives” is consistently a more tv- 
minded group than the average daytime 
viewer. Taking the 9 a.m.-to-noon peri- 
od on an average day, for example, 10.7 
per cent of all tv homes have their sets 
on during an average single minute. 
Over the three-hour period, the audi- 
ence of different homes reached per day 
climbs to 36.8 per cent of all tv homes. 
The percentage of different young- 
housewife homes reached, however, is 
54.9 during the period. 

Each of the viewing homes spends 
an average one hour and 10 minutes 
with the set. (The figure from a recent 
Cunningham & Walsh “Videotown” 
study represents a decline of a few 
minutes from an earlier Nielsen report. 
Virtually small enough to be insignifi- 


































Afternoon drama: NBC's From These 
Roots .. . 
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CBS counters with Edge of Night 
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cant, the viewing decrease is negated 
by a substantial increase in afternoon 
viewing. ) 

TvB reports that the young house- 
wife, in contrast to the average-home 
viewer, spends an hour and 29 minutes 
watching morning programs. 

During the noon-to-3 p.m. and 3-6 
p-m. periods, the average-minute audi- 
ence more than triples in each case in 
terms of different homes reached. From 
36.8 per cent of all homes, the figure 
increases to 44.3 per cent, then to 59.2 
per cent. In every instance, the propor- 
tion of young housewives is much great- 
er than the average audience. The per- 
centage of different young housewives 
reached rises from 54.9 to 56.7 to 72.3. 

A similar situation exists where size 
of family is concerned, with larger fami- 
lies doing considerably more viewing 
than smaller ones. In any three-hour 
daytime period, approximately 20 per- 
cent more large families (five or more 
members) watch tv than do all tv fami- 
lies. 
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This Jimmy Dean sings . 


Possibly the most significant statistic 
is that which shows the addition of total- 
ly new television viewers to the daytime 
scene. Between March 1956 and March 
1957, 3.5 million more different homes 
joined the audience. The viewing time 
for each tv family increased from 11 
hours and 23 minutes to 12 hours and 
42 minutes per week. 

More recent data in the C&W “Video- 
town” study indicate both the total- 
audience and viewing-time figures have 
continued to rise. From 81 per cent of 
all tv viewers watching on an average 
weekday in 1957, 84 per cent are noted 
as watching this year. 

A question often raised concerning 
daytime viewership is whether pro- 
grams are actually “watched,” or 
whether sets are merely switched on in 
the morning to quiet the kids and for- 
gotten as the housewife goes about her 
duties. 

In answer, TvB reports both ARB 
and Nielsen studies have shown there 
is less than five-per-cent difference be- 





. . for CBS 





































tween those tuning to a program and 
those who actually view. A Nielsen re- 
port on dial switching indicated the 


average home changes channels in the 
daytime every 35 minutes, or just about 
as often as in night viewing. Obviously, 
a dial switch means a person is selecting 
a specific program to view—and he/she 
must be in front of the set at the time of 
the decision. 

To reach the huge daytime audience 
discussed in the preceding paragraphs, 
advertisers have invested an ever-great- 
er sum each year in daytime network 
television. From an initial figure of 
$34.5 million in 1951, some $157 mil- 
lion was spent last year. Almost one out 
of every three network dollars spent in 
1957 went into daytime. 

During the January-April period of 
1957, 138 different advertisers used 
daytime network television. This was 
nearly two out of three of all (221) ad- 
vertisers who bought any network dur- 
ing the time. 

Somewhat strangely, at the present 











time, with what appears to be a record 
number of sponsored hours of daytime 
tv, and a record total expenditure prob- 
able, the over-all number of advertisers 
has dropped slightly from last year’s 
figure at the start of the season. The 
seeming paradox of fewer advertisers 
and more dollars can best be illustrated 
by the case of Procter & Gamble. 

P&G has long been daytime network’s 
biggest customer. In 1956 P.I.B. records 
show the company spent $22.7 million 
for about 41 quarter-hours of day pro- 
grams weekly. The nighttime P&G ex- 
penditures were less than half its total 
budget—about $20.8 million. 

A short year later, 65 per cent of the 
total budget was going into daytime 
network—$30.6 million (vs. $16.4 mil- 
lion in night programs). Procter & 
Gamble’s total quarter-hours of pro- 
gramming had also been increased to 
50. 

The current year found many other 
major advertisers — Colgate, Lever, 
Sterling Drug, etc.—following P&G’s 
example and either increasing or main- 
taining their daytime network budgets, 
often at the expense of nighttime. 

A brief review of the foregoing re- 
veals the daytime network advertiser 


Critic’s bright spot in daytime 


gets a large audience of known compo- 
sition. (Incidentally—but important- 
ly—a Nielsen study showed many day- 
time network programs delivered a 
higher percentage of women than the 
average daytime program. The same 
was found true with kid-slanted net- 
work shows often delivering more 
children than the average kid show. ) 

While the audience data alone are im- 
pressive, economy is a primary feature 
with any daytime network advertiser. 
And it is in the cost-per-thousand fig- 
ures that daytime’s efficiency advantage 
over nightime network is most striking. 

In 1956 the cpm of daytime network 
was $1.93 vs. $3.53 for evening tele- 
casts, giving daytime an 84-per-cent ad- 
vantage in reaching housewives. A year 
later, day costs had declined to $1.73, 
while night costs rose to $3.63, for a 
111-per-cent advantage. For 1958, Niel- 
sen places daytime cpm at a remarkably 
low $1.43, with nighttime costs drop- 
ping to $3.43, but still giving day a 
142-per-cent advantage. 

The flexibility of daytime tv is a ma- 
jor asset (and one being more widely 
recognized and adapted to nighttime 
network all the time). 

Advertisers can buy daytime network 
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campaigns for a week, month, 13 or 52 
weeks—or even a single day—on short 
notice. Naturally, longer buys obtain 
the sponsor valuable discounts. 

A fairly recent discount plan avail- 
able to daytime network advertisers is 
the “contiguous rate” which enables 
sponsors to buy two quarter-hour pro- 
grams on a single day at the price of a 
single half-hour program. At one time, 
it was necessary to buy adjacent quar- 
ters for the lower half-hour rate; now, 


the advertiser can buy morning and 
afternoon segments if he wishes, plac- 


ing his commercials in perhaps two top- 
rated programs. 

The “cross-plug” plan has been car- 
ried to its furthest extreme by ABC, 
which allows a sponsor of a single quar- 
ter-hour program to place only one of 
his three one-minute commercials in his 
own show; the other two minutes can 
be “traded” into the programs of two 
other advertisers, each of whom 
places a minute into his own and each 
other’s programs. 

Both NBC and CBS require that two 
minutes of a sponsor’s advertising be 
placed within the quarter-hour he has 
purchased, while the third minute can 
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World's biggest agency, 










J. Walter Thompson, 
doesn’t like to 
talk about its size 
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Henry Flower 



























“Bp igness is a word we don’t talk , 
about around here,” a J. 
Walter Thompson Co. executive said 
the other day while sitting in a middle- 
range office off a carpeted section of 
the five floors in the Graybar Building 
that house the New York headquarters 
of the world’s largest advertising 
agency. You would call his office 
middling because in design it falls 
somewhere in between the modern 
glass bricks of some exteriors and the 
medieval wrought-iron doorways of 
others. 
But “bigness” is a word that the 
agency must live with, even if the 
quiet giant is somewhat embarrassed 
by it all. JWT has been the undisputed 
John Devine billings champion of the world since 
1933 or thereabouts. This long-stand- 
ing leadership on the monetary side is 
a fact of advertising life and an in- 
teresting one to the wondering, if not 
envious, rest of the industry. 

There was a time in the boom days 
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Four JWT clients are among the participating sponsors of The Verdict Is Yours on CBS-TV across the board 


of the early “50s when you could get 
odds-on that a new champion would 
be named. McCann-Erickson, with a 
spectacular series of account acquisi- 
tions (topped by Coca-Cola and Bulova 
watch), appeared to be headed for 
the questionable laurels. 

But the quiet giant was not a sleep- 
ing giant, and in a two-year period 
*57—JWT added 20 title- 


saving accounts on its own. 


1955 to 


McCann’s sudden rise was the cause 


of large trade headlines and wide- 


spread bestirment in the places where 


practitioners gather to talk. It was, 
however, calmly received by veterans 
of JWT. They could remember a three- 
week period in 1943 when their agency 
RCA, 
Owens-Illinois Glass and the Ford 
Motor Co. 

With the hyper-activity of the last 


took on three major accounts 


decade in the background, it is ex- 
pected that JWT will bill a record 
$300 million this year. This is close 


to triple the agency’s total of 10 years 
ago and double the billings of 1955. 

A big factor in this incredible ex- 
panding total is, of course, television. 
This year a reported $115 million will 
go into network and spot tv. 

Trade reports for 1957 divided the 
broadcast total this way: $65 million, 
network tv; $15 million, spot tv, and 
another $12 million to radio. 

By way of comparison with pre-ty 
days, in 1946 JWT’s media pie was 
sliced thusly: about 33 per cent to 
magazines, 30 per cent to radio, 20 
per cent to newspapers and 17 per 
cent to outdoor, trade and other. 

Eleven years later, in 1957, an esti- 
mated 37 per cent was going to tele- 
vision alone. 

This season, through alternate or 
full sponsorship, the agency is in- 
volved in 16 nighttime half-hours of 
network time. There is also various- 
night spot activity on the Jack Paar 
Show, the full-hour Wagon Train and 


the hour-long Omnibus every two 
weeks. 

Daytime includes sponsorships on 37 
quarter-hour, 12 half-hour and three 
hour-long shows. The agency, in fact. 
is so busy in daytime that participa- 
tions include a couple of soap operas 
written, cast, directed and produced 
by Benton & Bowles (which the net- 
work sells to non-competing products). 

There are two things that seem to 
stand out in an analysis of J. Walter 
Thompson’s long leadership in_bill- 
ings and remarkable expansion during 
the last decade. 

The first is an unusually consistent 
management and its consequently con- 
sistent administrative policies. 

The second is the establishment of 
the group system and its intermediary 
levels of authority. And, as an adjunct 
to this, the recruiting from outside 
the agency of top talent to head up 
major agency departments. 

Taking the first point, from 1916 
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to 1955 the agency had practically the 
same men in top executive _ posts. 
Stanley Burnet Resor was the presi- 
dent from pre-World War I days until 
1955 when he moved up to chairman 
of the board. He was 41 years old 
when he took over, and has for so 
long been associated with the agency’s 
success that not one vice president in 
10 can tell you what the “J” in 
J. Walter Thompson stands for (and 
the agency has more than 80 vice 
presidents) . 

To ease the reader’s mind, it stands 
for James, which was the first name 
of the bewhiskered gentleman who took 
over the agency back in 1878. Billings 
had reached about $3 million when 
he sold out to Mr. Resor and backers 
in 1916. His business vision had 
dimmed by then. He felt that the 
economic service of advertising had 
reached a saturation point, and he 
lived in retirement until 1928. It was 
the year before his former company 
moved into broadcasting in a big way, 
a move that in some measure insured 
the bursting growth of the post-World 
War II years. 

Mr. Resor had joined the agency in 
the Chicago office, moving to Cincin- 
nati in 1908 to take over the branch 
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there. He was brought or to New York 
headquarters in 1912. When he bought 
out Mr. Thompson four years later, 
his early associates included James 
Webb Young, Henry Stanton and Gil- 
bert Kinney, who later became senior 
vice presidents. Mr. Young is senior 
consultant with the agency. Mr. Stan- 
ton and Mr. Kinney stayed with the 
agency until their deaths in the 50s. 

This longevity of top management 
is, of course, remarkable in a business 
where shifts and splits are the norm. 
The fact that no one was packing off 
major accounts to form his own shop 
undoubtedly contributed to consistent 
growth in the early decades. 

JWT in those years also was build- 
ing a far-flung international division, 
which now numbers 18 offices outside 
the homeland and which goes to such 
exotic lengths as Calcutta, Bombay, 
Capetown and Johannesburg. 

The second-mentioned factor in 
JWT’s consistent leadership has to do 
with the explosive expansion of the 
current decade. With billings tripling 
—with agencies generally growing to 
proportions undreamed=—of Wet ore 
World War Il—administrative innova- 
tions became mandatory. It was in this 
period that the group-head system was 


JWT has Chesebrough-Pond’s on American Bandstand with Dick Clark (c.) 





established, a plan that, in effect, has 
divided the agency into units roughly 
comparable to several agencies within 
an agency. 

When Stanley Resor moved up to 
chairman, Norman H. Strouse, then 
head of the Detroit office, was brought 
to New York as president. As such, he 
became a member of the top manage- 
ment team composed of Henry C. 
Flower and Samuel W. Meek, vice 
chairmen of the board, and Mr. Resor. 

In the years since 55 the group 
system has been expanded. This has 
involved the streamlining of three 
major departments in the agency: 
media, research and radio-television. 
It should be noted first that the three 
departments all have relatively new 
department heads brought into the 
agency from the outside. 

A veteran talent of both the pro- 
gramming and business sides of broad- 
casting, Dan Seymour moved over 
from Young & Rubicam to head up 
the radio-tv department. He joined the 
agency on Oct. 1, 1955, preceded 
slightly by Arthur A. Porter, vice 
president and director of all Thomp- 
son’s media in New York. Mr. Porter 
came from Leo Burnett Co., Chicago, 
where he had headed the media depart- 














































ment and before that had been an 
account executive. 

Dr. Don Longman, head of research 
in New York, joined the agency last 
year. He was formerly a top market- 
ing executive with Atlantic Refining 
Co. 

As Mr. Strouse puts it, as long as 
you do not have a pyramid organiza- 
tion—where all planning and adminis- 
tration inust funnel out of the top—an 





agency can grow to any size. 

This philosophy has been the basis 
for reorganization of the three major 
agency departments mentioned above 
and for the forming of account groups 
as well. 

Under Seymour - Porter - Longman, 
there are now several group heads that 
enable the spreading of responsibility. 
Each of the six associate media di- 
rectors, for example, handles the work 
in his specialty on several accounts 
within the New York office of the 
agency and, Mr. Strouse feels, would 
be capable of heading up his depart- 
ment in a good-sized agency. 

In each of the departments, the 
group heads or associates participate 
in the basic planning on the campaigns 





of accounts in their group relative to 
(Continued on page 73) 
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Three accounts on Linkletter’s House 
Party 


Ozzie and Harriet on ABC-TV for 
Eastman Kodak 











Animator Zaslove, color director Engel, director Cannon and animator Smith (i. to r.) discuss ideas for UPA’s . . . 
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ow does an organization go about 
H retaining a position of leadership 
in a highly competitive field? This is 
the problem with which Stephen Bosus- 
tow, president of UPA Pictures, Inc., 
and his staff have been wrestling ever 
since they turned out their first 
animated television commercial for 
Southern Select Beer of Galveston in 
1947. 

Perhaps the one word which has al- 
ways been the most important in 
UPA’s glossary is “creativity.” Her- 
bert Klynn, vice president in charge of 
tv-commercial operation in Hollywood, 
puts it this way: “In everything we do, 
no matter whether it’s a television spot 
or a feature picture, we follow the cre- 
ative philosophy that the story is essen- 
tial. A solid story gives a solid founda- 
tion. From there, we develop creatively 
as each individual situation demands. 
In recent years there has been more 
and more talk about a ‘UPA style.’ But 
there is really no such thing as a UPA 
style, because we are experimenting 
continually, and we tailor the anima- 
tion to fit the particular need of what- 
ever we're turning out.” 

UPA will contine to adhere to this 
basic philosophy, Mr. Bosustow says, 
but changing factors in the television- 
commercial field have resulted and are 
resulting in certain changes in policy. 
UPA, while its quality has never been 
challenged, has always been known as 


the most expensive house in the ani- 
mated field. This is changing to some 
extent, 


Approximately six months ago, ac- 
cording to Mr. Bosustow, it was de- 
cided that the company would be a 
service house first, and would “do just 
about any kind of animation there is, 
as long as it can be done with integri- 
ty.” In this manner the services of the 
company have now been made avail- 
able to every advertising agency and 
sponsor, no matter what its needs may 
be. 

This does not mean that creativity 
has been relegated to a secondary po- 
sition. “Our creative standards are 
more demanding and more dynamic 
than ever,” declares Mr. Klynn. “The 
crux of the matter is the willingness of 
agency, client and producer to work 
together on a problem, at the same 
time permitting the producer creative 
freedom within the framework of ne- 
cessity. If we are allowed this commer- 
cial creativity, we'll bend over back- 
wards to do a job.” 

What are the normal steps through 
which UPA goes in the production of 
a commercial? Briefly, they are out- 
lined thus: 

First is the creation of an idea. This 
may come from the agency, or it may be 
developed by the company after the 


agency has outlined its problem. Next 
comes the period in which the story- 


board is developed. This usually takes 
approximately two weeks. 

In creating the storyboard, the staff 
searches out a series of directions con- 
sisting generally in the range of three 
to five different approaches. These are 
drawn up in rough form and are de- 
signed to stimulate agency thinking 
and at the same time give the client 
flexibility in whichever approach he 
chooses. 

Following agency reaction, the board 
chosen is developed into a composite 
idea. Along with this final storyboard 
are sent character sketches and audi- 
tioned voices (it may be noted here 
that UPA never uses stock music, but 
records all music specially.) Some- 
times more than one final storyboard 
is submitted, and, when this is done, 
often more than one spot results. The 
company insists, however, on a con- 
tract, and will not do any work on 
speculation. 

When the storyboard is approved, a 
complete production unit, which will 
handle the spot from start to finish, is 
assigned to filming. Usually the proc- 
ess, from idea to final answer print, 
takes about two months. 

UPA executives feel that the reputa- 
tion of UPA in the entertainment-shorts- 
and-commercials fields is roughly equal 
to that of the New York Yankees in 
baseball. As a result, they feel that, just 


(Continued on page 60) 





Belief in philosophy that story is essential 


has been a keystone in UPA _ success 
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hat’s wrong with the male televi- 
sion announcer? We think there’s 
a whale of a lot wrong—still acknowl- 
edging that the exceptions are now in 
the majority—with the male television 
announcer—most of it, incidentally, the 
fault of the sponsor. 

We think it is still true there are too 
many television announcers—we re talk- 
ing about the males only—who are: (1) 
just too damn handsome; (2) dress 
just too damn perfectly; (3) read their 
lines too damn smoothly, and (4) know 
too damn little about salesmanship— 
and care less. 

And we also think that the happily 
dwindling tribe of standardized tele- 
vised announcers—we’re still talking 
only about the stripe-tie boys: (1) don’t 
“wow” the femmes to the extent spon- 
sors fondly imagine, and (2) irritate 
the men vastly more than sponsors are 
even dimly aware. 

Too many of these last-of-the-Mohi- 
can male tv announcers (we're not 
through yet!) : (1) have practically no 
professional acting skill, and (2) have 
absolutely no selling skill. (And re- 
member—a star salesman is always a 
star actor.) 
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And, finally, too many of these typed 
male announcers aren’t even remotely 
“typed” for the product they orate and 
mug about. (We'll come back to this 
point a bit later.) Did we say “finally”? 
That’s a typographical error—we’re not 
quite finished. We continue to wish 
fervently that even fewer male televi- 
sion announcers were selected for face, 
physique, larnyx, enunciation. They are 
hat racks, clothes racks, word racks. 

Fortunately, more and more male an- 
nouncers are being selected: (1) be- 
cause they are salesmen—just plain, old- 
fashioned, g.d. good salesmen, and (2) 
because some way, somehow, they per- 
sonify the product (if you’ve ever heard 
a courtier say to a client: “Madame— 
this dress is you,” you know whereof 
we speak). 

Let’s linger with that last point—an- 
nouncer personality and product per- 
sonality. The two should be identical 
twins whenever feasible. The two—in 
many, if not all instances—can be iden- 
tical twins, especially where acting 
skill fills in the minor personality lacks. 

Actors are typed by character. Prod- 
ucts have a character. Are we saying, 
then, that there’s a “Wheaties” type of 
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television announcer? Well, we will say 
that we'd hate to be responsible for se- 
lecting John Barrymore, come his rein- 
carnation, for Wheaties commercials! 
You get the point. 

If you think that product personality 
is pure hokum, then consider these 
facts: 

© The package designer usually plans 
his packaging concept, design, color, 
etc., on the assumption that the prod- 
uct has a personality which the pack- 
age should reflect. 

© The retailer tends to plan his store 
—architecturally, in color scheme, etc. 
—to reflect the personality of his basic 
merchandise categories. In the modern 
food super this is carried to the point 
where different colors are selected to 
harmonize with each basic merchandise 
classification. 

© The advertiser in print expects his 
agency to conceive printed advertising 
to reflect the personality of the product. 

© Merchandise itself is frequently de- 
signed or styled to convey personality 
association. 

Now we by no means contend that 
every product has a sharply defined 


personality characteristic, and that ev- 
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ery product rates an announcer-type 
that most meticulously matches its per- 
sonality. That would be a reductio ad 
absurdum. 


But merely because all merchandise 
does not involve clear-cut personality 
features is hardly reason for conclud- 
ing that any merchandise can be effec- 
tively exploited via television -with-an- 
nouncers who are poured out of a sin- 
gle mold—and that mold, by the way, 
not necessarily representative of Amer- 
ica’s most-widely-approved male. 

There is no such animal as the av- 
erage American—amale or female. There 
is no such thing as an average product. 
But there remains the last vestiges of 
an average television announcer (we're 
still sticking with the males). And, on 
the average, he is as far removed from 
being the personification of the product 
he plugs as a nag is from a thorough- 
bred. 

We started this diatribe with the ob- 
servation that so much of what is wrong 
with the male television announcer is 
traceable right back to the sponsor. 
How come? 

Well, we know that the television de- 
-partments of most advertising agencies 











Grey executive finds 
many tv salesmen 
dress too perfectly, 
read too smoothly, 


are too handsome 


BY HAL DAVIS 
Vice President for Television and Radio 


Grey Advertising 


claim their ulcers get ulcers, and chil- 
blains, too, because some sponsors in- 
sist that there’s only one desirable type 
of male television announcer—the kind 
the Greeks had a word for. 

And we know that even the appar- 
ently never-ruffled veeps of the networks 
sometimes lose their composure because 
of Mr. Apollo. 

As for station managers and all and 
sundry who have more or less to do 
with television commercials, no one 
would quite dare to print a verbatim 
report of their views on some of the 
matinee idols turned announcer. 

That leaves only the sponsor—the 
same fellow who has been insisting all 
these years that radio announcers must 
shout. Fortunately, there’s something 
not quite appropriate about a televised 
Apollo shouting, so that at least in the 
television commercial the listener-view- 
er isn’t subject to that too-awful-to-con- 
template combination. 

Why bring up this subject now? After 
all, the Apollo-type announcer is admit- 
tedly on the wane. And with color tele- 
vision about to move in, even some of 
the glamour boys who were able to 
sneak by in black-and-white may not 


get sponsor O.K. But the situation still 
exists to enough of an extent so that all 
of us who have anything to do with tele- 
vision commercials should really take 
part of the blame (why does everybody 
always pick on the client?) and then 
proceed to solutions. 

The first solution is the now-prevalent 
use of program stars for the television 
commercial. 

Basically, it’s a sound idea. That 
doesn’t mean that all top video talent is 
automatically top selling talent. Some 
stars just go to pieces when they try to 
read a commercial. Others are just as 
far removed from the product as are 
so many announcers. After all, the tal- 
ent is picked to match the types called 
for by the program script—not for the 
type called for by the commercial script. 
Then, too, there are programs that make 
it incongruous to have the star double 
in brass in this way. 

But after noting those exceptions— 
and there are probably others—it is 
still our position that the use of a head- 
liner to put over the commercial fre- 
quently produces a selling impact that 
few Apollo-type announcers can match. 


(Continued on page 72) 
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Pet segment is kid-show feature 


hen Herb Shriner talks about the 
wonders “back home in Indiana,” 
the Hoosier humorist completely over- 
looks the Ruben Advertising Agency of 
Indianapolis. It seems a shame because 
(at least to the inhabitants of the tv- 
advertising world) the Ruben story is 
far more interesting than tales of syca- 
mores and moonlight on the Wabash. 
Young (then 24) Gary Ruben 
opened the doors of his shop about eight 
years ago, with the entire office force 
composed of one secretary. Today, with 
an important assist from ingenious use 
of local tv, the agency is the second 
largest in Indianapolis and the state 
leader in the food and beverage fields. 
Shortly after it opened, the Ruben 
agency proposed that client Chesty 
Potato Chip Co. put the major share of 






Building with tv 


Medium pays off 
for clients of 8-year-old 


Indianapolis agency 


its advertising budget into television. 
Somewhat warily, because no one else 
had thought to offer college basketball 
as a regular attraction, Chesty agreed 
to sponsor telecasts of the Indiana Uni- 
versity cagers. Indiana obligingly went 
on to win the national title for the year, 
and the potato-chip maker hit a rating 
jackpot. 

Using video as its sole ad medium, 
Chesty has gone from an annual volume 
of $114 million to $6 million in seven 
years, and the 1958 figure is expected 
to be at least 30 per cent higher than 
last year’s. In addition to Indiana U., 
the company sponsors the games of 
Purdue, Butler, Illinois U. and others, 
including high schools at Indianapolis 
and Evansville. 

Chesty covers the juvenile market 
also, through the use of children’s pro- 
grams in surrounding states, some as 
far away as Missouri. 

Gary Ruben has definite opinions on 
children’s programming. “It’s not 
enough,” he says, “merely to repeat 
that there is far too much emphasis on 
violence. We must shift to more imag- 
inative use of programs of a construc- 
tive and entertaining nature.” 

Putting his beliefs into practice, the 
agency owner began telecasting late this 
year a locally written and produced 
news program for youngsters. Dateline 
Youth, jointly sponsored by two Indi- 
anapolis firms, Maplehurst Dairies and 
Saps Do-Nut Co., got off to such an en- 
couraging start that stations in other 
markets are considering scheduling the 
show. 

The 15-minute program is made up 
of film clips of school activities, the Lit- 
tle League, Soap Box Derby, etc., inter- 





Ruben-produced Jet Ace boasts model plane 


spersed with comments and headlines 
by a local announcer. Designed to ap- 
peal to youngsters from six to 18, the 
show also has pet news, not-too-tech- 
nical interviews with 
young newsmakers and fashion news 
for junior misses. 

Realizing that the best tv program- 
ming must be effectively promoted, 
Gary Ruben and his staff do merchan- 
dising work for their clients in fairly 
detailed fashion. For Chesty potato 
chips, an outdoor and a direct-mail 
campaign continually call attention to 
the basketball telecasts while selling the 
product. For the sponsors of Dateline 
Youth, the agency invented a new des- 
sert for kids, taking a cue from the 
space-age news. It’s a “Flying Saucer” 
—a Saps Do-Nut with Maplehurst ice 
cream in the center, topped with choco- 
late. Simple, but promotionally effective 
ideas such as these seem to be Ruben’s 
stock-in-trade. 

The story of Melody Hill wines is an- 
other example of Ruben-designed video 
chalking up remarkable sales for a 
client. Animated tv spots with musical 
jingles, backed by point of sale, radio 
jingle sound tracks and a new indoc- 
trination program for its salesmen, 
helped Melody Hill soar in four years 
to a 1957 sales total of 2.5 million 
bottles in central Indiana alone. The 
figure was more than twice that of its 
nearest competitor. Melody Hill, out- 
selling all local and national brands in 
the area, is about to become a regional 


weathercasts, 


advertiser and hopes to go national 
eventually. 

It’s not always enough to recognize 
a good thing when you see it; the im- 


(Continued on page 73) 















AAE GOES OVERSEAS 

Associated Artists Enterprises, licens- 
ing-merchandising arm of United 
Artists Associated, has set up operations 
in England and Australia on behalf of 
Popeye. According to Paul Kwartin, 
director of AAE, the character is as 
popular in those countries as it is in the 
United States, and the merchandising 
activities overseas will be substantially 
the same as they are here. 

That is, stations will participate in 
profits from royalties under a unique 
plan developed by AAE in the states. 
There are approximately 52 licensed 
Popeye items manufactured in this 
country, and the majority of these will 
be repeated in England and Australia. 

First items will be on the market in 
those countries by early 1959, Mr. 
Kwartin says. All seven stations in Eng- 
land will merchandise Popeye, and in 
Australia the cartoon character will be 
merchandised in Sydney and Mel- 
bourne. AAE will be paid in American 
dollars here Mr. Kwartin disclosed, 
since royalty money is allowed out, as 
it is in the record business. It is AAE’s 
claim that a major portion of film costs 
can be recouped by stations partici- 
pating in a complete merchandising tie- 
in, and this is expected to happen over- 
seas. 


UA-TV LICENSING 

United Artists Television, which has 
announced that it will offer the mer- 
chandising services of its parent com- 
pany’s vast motion-picture promotion- 
exploitation staff to national or regional 
sponsors of its forthcoming television 
series, will also enter the licensing field. 
UA-TV will be offering four new prop- 
erties for national sale comes the cas- 
ualty season in January, and will be 
ready to release the fifth—The Vikings 
—early next fall. Properties and per- 
sonalities to be licensed haven’t been 
decided upon yet, since the complex 
financial arrangements the company 
has worked out with producers and 
stars have yet to be ironed out in terms 
of licensing rights. Television mer- 
chandising activities for stations and 
sponsors will be under the direction of 
Roger director of 


Lewis, national 


Film Report 


publicity, promotion and exploitation 
for the parent company. Under. Mr. 
Lewis is a staff of approximately 100 ex- 
perienced men across the nation. With 
this staff already in the field, Mr. Lewis 
says, advertisers of UA-TV properties 
can be offered more for their money. 

Licensing potential of each series 
varies, and must be further explored. 


SALES... 

Bold Venture, Ziv’s latest syndicated 
offering was sold in over 75 markets 
within weeks of its introduction. Two 
P. Ballan- 
tine & Sons and G. Heileman Brew- 
ing Co.—as well as more than 40 sta- 


major regional advertisers 


tions have signed for the sea-going 
adventure series. The Ballantine order 





RR EE oe 


heena, Reina de la Selva, known 
here as Sheena, Queen of the 
Jungle, has found an ardent audience 
in Latin America, and at least one 
grateful sponsor. The durable jungle 
epic, which stars muscular Irish Mc- 
Calla, has had a long and prosperous 
life in the United States, and appears 
to be headed for a long run in foreign 
markets. 

At least Antonio Escudero Jr., vice 
president of Cerveceria Corona, Inc.. 
Santurce, Puerto Rico, thinks so. 
Corona has sponsored the ABC Films’ 
program over WKAQ in the San Juan 
area since October 1957, and accord- 
ing to Mr. Escudero, the series “ranked 
always among the first four programs 
and for the larger part of the year 
ranked number one.” 

Mr. Escudero adds that the com- 
pany’s marketing programs were “very 
much strengthened” by a personal ap- 
pearance tour by Miss McCalla in 
Puerto Rico. And so were sales. “We 
believe that this 
largely to increase sales of Malta 


program helped 
Corona,” he asserts. Malta Corona is 
a soft drink. 

According to J. L. Brandi, Young 
& Rubicam, San Juan (the sponsor’s 
agency), ratings have held up con- 
sistently. “When Sheena was first tele- 
vised in October 1957, we would have 
never believed that the show could 
have met the fantastic response it did 
in such a short time. By December of 
that year, Sheena obtained the amazing 
rating of 56.9; in March 1958, 44.4; 
in June 1958, 41.8, and in September 
1958, 43.33 . . . Our client was very 
pleased with results obtained.” 

In addition to the San Juan area, 








Irish McCalla stars in Sheena series 


Sheena is running in several markets 
in many Spanish-speaking countries, 
such as Peru, Venezuela, Mexico, San 
Salvador, Cuba and other areas of 
Puerto Rico. In Cuba, where the series 
was contracted for repeat showing, 
Sheena placed sixth among 28 filmed 
programs in Havana, according to a 
recent survey. 

In the United States, the program 
is telecast in approximately 30 mar- 
kets, and in some of those markets is 
going its eighth time around. Produced 
by Nassour Studios, Inc., for ABC 
Films, Sheena consists of 26 half-hour 
episodes of jungle adventure. Miss Me- 
Calla (3814-23-38), 


justice against wily natives, berserk 


who champions 


animals and greedy ivory smugglers, 
stands 5’ 9”, 
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AC Spark Plugs « D. P. Brother & Co. 
Rf bai ~~ ' : 


B. T. Babbitt +» Brown & Butcher 


HFH PRODUCTIONS, INC., New York 


Camay Soap « F. H. Hayhurst Co., Ltd. 
wo 


SARRA, INC., New York 


FRED A. NILES PRODUCTIONS, INC., Chic 
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calls for 22 eastern markets, while the 
Heileman spread will encompass Chi- 
cago and various Wisconsin markets. 
Ballantine recently renewed another Ziv 
series, Highway Patrol, for the fourth 
consecutive year, and G. Heileman has 
signed for Ziv’s Sea Hunt for the second 
year. 

Stations which have purchased Bold 
Venture (which stars Dane Clark and 
Joan Marshall) include the following: 
wtvJ Miami, Kvu-tTv Amarillo, K1D-TV 
Idaho, KOLD-Tv Tucson, KGHL-TV Bil- 
lings, Mont., wios-tv Asheville, wicv 
Erie, Pa., KTSM-TV El Paso, KOMO-TV 
Seattle, wKY-TV Oklahoma City, wsM- 
Tv Nashville, wosu-tv New Orleans, 
KBAK-TV Bakersfield and Kvar-TV Phoe- 
nix. 

Revlon has signed to sponsor Na- 
tional Telefilm Associates’ How To 
Marry A Millionaire in Canadian mar- 
kets, effective immediately. The agree- 
ment was announced by David Gries- 
dorf, president of NTA Telefilm (Can- 
ada), Ltd., and C. T. Thomas, presi- 
dent of Thomas Products Corp., manu- 
facturers and marketers of Revlon in 
Canada. How To Marry A Millionaire 
is currently seen in the United States 
over the NTA Film Network, where it 
is sponsored by American Tobacco Co. 
for Pall Mall. 

In a unique deal, the Sunbeam Corp. 
has purchased NTA’s George Jessel’s 
Show Business for a six-week campaign 
over KMSP-Tv Minneapolis-St. Paul, 
NTA-owned-and-operated station. The 
drive will place special emphasis on the 
Lady Sunbeam electric shavers and the 
new line of Sunbeam clocks. NTA will 
aid the campaign by making Mr. Jessel 
available for personal appearances. 

United Artists Associated (formerly 
AAP) reports additional sales of its 
Gold Mine Library. KxHTV Portland, 
Ore., purchased the post-48 Movie- 
lands, the horror package and the Sher- 
lock Holmes features. KLRJ-TV Las 
Vegas also purchased the Sherlock 
Holmes films, and waBt-Tv Bangor, Me . 
bought the Johnny Jupiter series. WSJV- 
tv Elkhart, Ind., purchased the Allen 
Funt Candid Camera series, and KVAL- 
tv Eugene, Ore., contracted for a sroup 
. . Thre 
more stations and one advertiser have 
purchased MGM-TV’s Passing Parade 
series. Stations are WDEF-TV Chatta- 
nooga, KPRC-TV Houston and WBNS-TV 
Columbus. In Nashville, the McDon- 


of Warner Bros. features. . 


ald Advertising Agency purchased the 
series for its client, Hester Batteries. 
Additional sales of MGM-TV’s Our 
Gang comedies were also reported. Con- 
tracts were signed with KPRC-TV Hous- 
ton, WDEF-TV Chattanooga and KFVS-TV 
Cape Girardeau, Mo. . . . KVKM-TV 
Minahans, Tex., has purchased Trans- 
Lux Television Corp.’s Encyclopedia 
Britannica Film Library. 

ABC Films executed a neat double 
play last week. The company acquired 
world-wide distribution rights to Meet 
McGraw from Don W. Sharpe and War- 
ren Lewis, producers, turned around, 
and sold the program to ABC-TV. Meet 
McGraw, which consists of 42 half- 
hours, ran from July 1957 to June 1958 
on NBC-TV. George T. Shupert, presi- 
dent of ABC Films, indicated that more 
episodes may be produced. “We are 
seriously considering the possibility of 
producing more McGraw episodes and 
will be watching the progress of the 
series during the coming season.” . 
KVAR-TV Phoenix, has purchased MCA- 
TV’s library of Paramount features. 


VPS RE-RUN SALES 

Victory Program Sales, subsidiary of 
California National Productions, re- 
ports a sales increase of 300 per cent 
during its second quarter-year of 
operations. VPS, established in March 
1958, distributes CNP re-runs and first- 
run off-the-network properties. 

In its first three months of operation, 
the subsidiary sold 3,445 half-hours; 
during the second quarter 9,432 half- 
hours were sold for a three-fold rise in 
sales volume. The company distributes 
22 different television series. 

According to Jacques Liebenguth, 
manager of VPS, the sales rise can be 
attributed to 
participation buying on the national, 
regional and local levels. The advertiser 
is extremely interested in his product’s 


“a steady increase in 


identification with a program’s content. 
He is no longer satisfied to merely buy 
a particular time availability. . . . The 
variety and quality of our series are 
surefire attractions to participating and 
discerning sponsors.” 


ZIV INTERNATIONAL SALES 

Ziv International’s September-Octo- 
ber sales ran 40.2 per cent over the com- 
parable period last year, according to 
Ed Stern, head of the division, who an- 








nounced that five new properties will Advertising 

be introduced to foreign markets. ‘ SEL LING 
The properties are: Spanish language Directory of 

versions of Bat Masterson, fourth-year Cc re E rey | LS 


Highway Patrol and second-year Sea 
Economics Laboratory, Inc. « J. M. Mathes Heinz Corp. » Maxon Agency 


Hunt. German language versions of Mr. 
District Attorney and Tombstone Terri- 
tory are also going overseas for the first 
time. They are set for a January release. 
Recent purchases bring to 25 the num- 
ber of Ziv programs televised in Aus- 
tralia, while in Japan a total of 14 series 
is being televised. Various Ziv proper- 
ties have recently been sold in such mar- 
kets as the Philippines, Latin America 
and Germany. 


PROGRAMS .. . 


National Telefilm Associates is offer- 
ing five special Christmas holiday pro- 
grams to stations for this holiday sea- 
son. The programs are: The Lamb in 
the Manger, Man’s Heritage, The Great 
Gift, The Story of The Pope and A 


Christmas Carol. . . . Trans-Lux Tele- 


Max Factor 


vision Corp. also is offering a package 
of five Christmas films. Titles are Night 
Before Christmas, Christmas Through 
the Ages, Christmas Rhapsody, Santa 
and the Fairy Snow Queen and Jerusa- 
lem, the Holy City. . . . The newly- 
formed Lynn-Romero Productions, Inc., 
has named Official Films distributor of 
Counter Thrust, new television series. 


Pilot film will be shot in Hong Kong _— 
onl Moa Florida Citrus ¢ Benton & Bowles Kellogg's Corn Flakes « Leo Burnett Co. 


= 


LAWRENCE-SCHNITZER PROD., INC., Hollywood ELEKTRA FILM PReDC TONS nC. York 


COMMERCIAL CUES... 


Wilding Picture Productions, Inc., 
Chicago, has set up a completely sepa- 
rate administrative and production unit 
for television commercials in the mid- 
west. The new unit, Wilding-TV, is ; 7. 
headed by Joseph Morton, who has been LE ORA THOMPSON ASSOCIATES, Hollywood 
named general manager. Mike Stehney 
is executive tv producer, and Carl Nel- 
son is editorial supervisor. Messrs. 
Stehney and Nelson, formerly with Kiny-Cone Corp. » Richard K. Manoff 
Kling Film Enterprises, recently joined SS , 
Wilding to take part in the formation | 
of the new unit. Mr. Morton joined | 
Wilding in 1957 and has been adminis- 
trative assistant to Jack Rheinstrom, 
vice president in charge of sales. 

According to C. H. Bradfield Jr., 
president of Wilding, the new unit “will | 
be highly-specialized, creative and flexi- | 
ble . . . capable of producing and deliv- 
ering virtually any type of television 


et 


WaARNcR BROS. TELEVISION, Burbank AL STAHL (ANIMATED) PROD., INC., New York 
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commercial that a client might need.” 

Sturm Studios has expanded person- 
nel and moved to new, larger quarters 
in New York City. The company, pro- 
ducers of animation, stop-motion and 
live-action films for television, govern- 
ment and theatrical exhibition, is start- 
ing its 10th year in business. . . . Trans- 
film, Inc., has been awarded a top honor 
from the San Francisco International 
Film Festival—the Golden Gate Award 
—for its production of Energetically 
Yours, a 13-minute color cartoon on 
mankind and energy. It was sponsored 
by the Standard Oil Co. (New Jersey). 

Lee Savin has been appointed direc- 
tor of Desilu Productions’ commercial 
film division. Ed Hillie, formerly of 
Desilu’s production department, has 
been named production manager under 
Mr. Savin, who is a former executive 
vice-president of California Studios and 
United Television Programs. . . . Gerald 
M. Goldberg, an account executive with 
Brandt Public Relations & Promotion, 
has been named vice president of the 
firm. Brandt handles MPO Television, 


among other accounts. 


PERSONNEL ... 

Telestar Films, rapidly expanding tv 
film distributor, has set up three sales 
divisions. John P. Rohrs, formerly vice 
president and midwest sales manager of 
Gross-Krasne, has been named vice 





MR. ROHRS 


president in charge of the central divi- 
sion, and two other vice presidents will 
be appointed to head the eastern and 
western divisions. The three division 
chiefs will report directly to David 
Savage, Telestar’s executive vice presi- 
dent. 

Another expanding firm, Gross- 
Krasne-Sillerman, Inc., has added six 
account executives to its sales staff fol- 
lowing conclusion of the company’s first 
national sales clinic last month. The 


54 December 1, 1958, Television Age 


executives are: Leonard 
Gruenberg and Lynn Phillips, who will 
serve on the national and regional sales 
staff; Lynn Wood Hall, assigned to the 
national sales staff; Jeff Davids and 
Lester Loeb, both of whom resigned 
from Ziv, and who have been appointed 
to the GKS syndication staff, under Mel 
Schlank, vice president for sales, and 
Gil M. Meyer, who has been named 
sale service manager. 

United Artists Television has made 
the first of what is expected to be a 
series of new appointments to its sales 


staff. John J. Mulvihill, formerly an 


new sales 





MR. MULVIHILL 


account executive in the program and 
time-sales department of General Tele- 
radio, has been appointed a general sales 
executive. Mr. Mulvihill headquarters 
in UA-TV’s New York office, specializ- 
ing in network and national sales of 
various half-hours the company is pro- 
ducing. 

Alan Hartman has joined Jayark 
Films Corp. as vice president-sales, 
covering the Carolinas, Kentucky, Ala- 
bama and Ohio regions. Mr. Hartman, 
who will be marketing Jayark’s cartoon 
series, Bozo the Clown, has a back- 
ground of 10 years in the tv film dis- 
tributing field. . . . William Gilbert has 
been appointed assistant to Vernon 
Burns, managing director of National 
Telefilm Associates (U.K.), Ltd. The 
London firm is a wholly owned sub- 
sidiary of NTA. . . . Paul Monash, writ- 
er-producer, has been named a producer 
and member of the creative staff of 
MGM.-TV. Mr. Monash will work with 
Richard Maibaum, executive producer. 

Sidney Marshall has assumed pro- 
duction reins in Hollywood on Screen 
Gems’ Behind Closed Doors while Sam 
Gallu is in England producing two epi- 
sodes for the series. . . . Paul N. Robins 
has been elected president of Permafilm, 
Inc., succeeding the late Pierre Clavel. 


Burton I. Lippman has been named 
comptroller of National Telefilm Asso- 
ciates. Mr. Lippman, who joined NTA 
as assistant comptroller in 1956, suc- 





MR. LIPPMAN 


ceeds Leonard S. Holstad, who has re- 
signed. Before joining NTA, Mr. Lipp- 
man was with the firm of Touche, 
Niven, Bailey & Smart, certified public 
accountants. 


Film Commercials 


ALL-SCOPE PICTURES, INC. 

Completed: California Packing Corp. (Del 
Monte pineapple, catsup and tomato sauce), 
McCann-Erickson; Vandi Corp. (Lip-Bar 
cosmetic) Hal Gardner; W. A. Sheaffer Pen 
Co. (pens), BBDO; Wm. B. Reily Co., Inc. 


(Luzianne coffee), Walker Saussy. 


GRAY & O’REILLY 


In Production: General Foods Corp. (Tang), 
Y&R; American Oil Co. (Amoco gasoline), 
Joseph Katz; Bristol-Myers Co. (Sal Hepati- 
ca), Y&R; Piel Bros. (beer), Y&R; Block 
Drug Co. (Nytol), SSC&B; General Tire & 
Rubber Co. (tires), D’Arcy; Falstaff Brew- 
ing Corp. (beer), D-F-S. 


JAMIESON FILM CO. 

Completed: F. Uddo & Sons (Sure Kleenz-it 
cleaner), Whitlock, Swigart & Evans; Chance 
Vought Aircraft, Inc. (aircraft), direct; Lee 
Optical Co. (eyeglasses), Mayfair; Georgia 
Game & Fish Comm. (conservation), direct. 
In Production: Texas Title Assn. (title 
insurance), direct; Chance Vought Air- 
craft, Inc. (missiles), direct; Frito Co. 
(corn chips), Tracy Locke; Mrs. Baird's 
Bakeries, Inc. (frozen rolls), Tracy Locke; 
McDonnell Aircraft Corp. (aircraft), direct; 
Smithfield Packing Co. (meats), Cargill, 
Wilson & Acree; Blue Plate Foods, Inc. 
(Whi-P-Nut peanut butter), Fitzgerald. 


JAMES LOVE PRODUCTIONS 
Completed: Pittsburgh Plate Glass Co., 
Ketchum, MacLeod & Grove; Aluminum Co. 
of America (Alcoa display), F&S&R. 

In Production: N. Y. Telephone Co. (tele- 
phone spots), Gray & Rogers; Aluminum Co. 
of America (Alcoa automotive), F&S&R; 
American Home Products (Easy-Off), Geyer. 


LUX-BRILL 

Completed: Colgate-Palmolive Co. (Super 
Suds), C&W; Chesebrough-Pond’s, Inc. 
(Pertussin), McCann-Erickson; Remco In- 
dustries, Inc. (toys), direct; Procter & 
Gamble Co. (Ivory soap & Crisco), Compton; 
American Can Co. (institutional), Compton. 
In Production: Vick Chemical Co. (Vap-O- 
Rub), Morse, Int.; American Cyanamid Co. 
(aureomycin), C&W. 








RAY PATIN PRODUCTIONS, INC. 
In Production: Gordon Baking Co. (Silver- | 
cup bread), W. B. Doner; Paxton & Gallagher 
Co. (Butternut coffee), Freberg Ltd.; Libby, 
McNeill & Libby (cream style corn), JWT. 


PELICAN FILMS, INC. 

Completed: Robert Hall Clothes, Inc. 
Sawdon; Lever Bros. Co. (Handy Andy), 
K&E: Norwich Pharmacal Co. (Nebs), 
FC&B; National Carbon Co. (Prestone), 
Esty: R. J. Reynolds Co. (Winston & Camels- 
Silvers). Esty; Schick, Inc. (all products), 
B&B: Continental Baking Co. (Wonder 
bread), Bates; Singer Sewing Machine Co., 
Y&R. 

In Production: General Mills Co. (Gold 
Medal flour), D-F-S; Liggett & Myers 
Tobacco Co., Inc. (L&M), D-F-S; American 
Telephone & Telegraph Co. (yellow pages), 
C&W: Pharma-Craft Co. (Coldene), JWT; 
Johnson & Johnson (baby cream), Y&R; 
Maytag Co. (dryer), Burnett; P. Ballantine 
& Sons (beer), Esty. 





PINTOFF PRODUCTIONS 


Completed: American Broadcasting Co. 
(fight promotional), direct; Ward Baking 
Co. (Tip Top bread), Goulding-Elliott- 
Graham, JWT; Gunther Brewing Co. (beer), 
L&N; Paper Mate Co. (pens), FC&B; North 
American Phillips Co. (Norelco shavers), C. 
J. LaRoche; Consolidated Cigar Corp. 
(Muriels), L&N; National Broadcasting Co. 
(Kaleidoscope opening), direct; Renault, Inc. 
(Dauphine cars), NL&B. 

In Production: G. R. Kinney Corp. (shoe 
stores), F. B. Stanley; American Cancer 
Society, direct; American Broadcasting Co. 
(Bold Journey promotional), direct; O'Keefe 
Brewine Co. (ale), Comstock; H. Daroff & 
Sons (Botany “500” suits), Silberstein & 
Goldsmith: North American Phillips Co. 
(Norelco shavers), C. J. LaRoche; House of 
Worsted-Tex, Inc. (men’s clothing), Doner- 
Peck: Southern Packing Co. (Appleberry 
sauce), Rockmore; Stahl-Meyer, Inc. (Ferris 
ham and bacon), Hicks & Greist: National 
Assn. of Broadcasters, direct. 


UPA PICTURES, INC. 

In Production: Oklahoma Oil Co. (gasoline), 
NL&B; 42 Products (shampoo), Cole, Fischer 
& Rogow: Mrs. Baird’s Bakeries, Inc. 
(bread), Tracy-Locke; Christie, Brown & 
Co. (Christie’s Dippers), McCann-Erickson; 
Prince Matchabelli, Inc. (toiletries), Morse 
International. 


VAN PRAAG PRODUCTIONS 
Completed: Renault, Inc. (Renault-Dau- 
phine), NL&B; Eastern Airlines, Inc., 
Fletcher D. Richards; Pabst Brewing Co. 
(beer), Grey; Community Services Society 
(campaign), direct; Local 802 (Jackie 
Gleason & 802), Marschalk & Pratt: Bene- 
ficial Management Corp. (finance), Lefton; 
R. G. Dun Cigar Co. (cigars), Doner: Quaker 
State Oil Refining Corp. (oil), K&E; Dodge 
Division of Chrysler Corp. (cars), Grant; 
Genessee Brewing Co., Inc. (beer), Mar- 
schalk & Pratt; Mercury Division of Ford 
Motor Co. (cars), K&E; Socony Mobil Oil 
Co., Compton; N.Y. Republican State Com- 
mittee (Eisenhower-Keating), Marschalk & 
Pratt: Liggett & Myers Tobacco Co. (Oasis 
cigarettes), McCann-Erickson; Chevrolet 
Motor Division of General Motors Corp. 
(cars), Campbell-Ewald; Catholic Charities 
(Pope John XXIII), Bozell & Jacobs. 

In Production: Delco-Remy Division of 
General Motors Corp. (batteries), Campbell- 
Ewald; Fels & Co. (detergent), Aitkin- 
Kynett; Standard Oil Co. of Indiana (gaso- 
line) D’Arey; Chevrolet Motor Division of 
General Motors Corp. (cars), Campbell- 
Ewald; Mutual of Omaha, (insurance), | 
Bozell & Jacobs; Liggett & Myers Tobacco 
Co. (Oasis cigarettes), McCann-Erickson; 


orectoryor SELLING 
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NATIONAL SCREEN SERVICE CORP., New York WARNER BROS. TELEVISION, Burbank 


Lone Star Gas Co. « EW-R&R 


Solo Products Corp. © Harry J. Jacknick 
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National Biscuit Co. « McCann-Erickson 


HANKINSON STUDIO, INC., New York 





Ocean Spray « BBDO 
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MPO TELEVISION FILMS, INC., New York 
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To a child, one minute is as fascinating as the next. To a timebuyer, minutes are 
not child’s-play. Judging each one by the company it keeps, he demands program 


surroundings that will show his client’s commercials off to best advantage. 


Enter VICTORY PROGRAM SALES—in the niche of time! And with the very 
properties today’s timebuyers are seeking: 22 sales-proven series to meet your every 


programming need, around the clock. These off-the-network offerings, for example: 


MEDIC: No one else in 1958 will offer a program that approaches MEDIC’s 


prestige, production quality and dramatic content. 


THE ADVENTURES OF HIRAM HOLLIDAY, starring Wally Cox: Recently 
bought by the Canadian Broadcasting Corporation for network showing, now 


available for local sponsorship in the U.S. 


PANIC: New VPS release, already going big in the leading markets, including 
New York, Chicago, Detroit, Seattle. 


CAMEO THEATRE (26 full-hour ‘Matinee Theatre” productions): Completely 
sold out on WWJ-TV, Detroit, within eight days... before the show had even 


hit the air, and to national advertisers! 


Telecasters, there’s not a minute to lose—not when it can be filled with VPS 
shows that hold such appeal for timebuyers who have turned clock-wise! Gen- 


tlemen, VICTORY is at hand! 


VICTORY PROGRAM SALE 


A Division of California National Productions, Inc. 
Canadian Representative: Fremantle of Canada, Ltd. 














ADVENTURES OF THE FALCON + CAMEO THEATRE + CAPTURED + CRUNCH AND DES 

DANGEROUS ASSIGNMENT + FRONTIER - HIS HONOR HOMER BELL + HOPALONG CASSIDY 

INNER SANCTUM - IT’S A GREAT LIFE + MEDIC + PANIC - PARAGON PLAYHOUSE + STEVE DONOVAN, 

WESTERN MARSHAL + THE ADVENTURES OF HIRAM HOLLIDAY + THE GREAT GILDERSLEEVE 
THE LILLI PALMER SHOW - THE VISITOR + VICTORY AT SEA + WATCH THE WORLD 
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MODERN TELESERVICE, INC. 
New York Chicago Los Angeles 
OX 7-2753 DE 7-3761 WE 3-5674 


Modern facilities 
Trained personnel 
Individual attention 
. .. in servicing tv after-production needs. 


TALENT AGENCIES 


. ‘FOSTER-FERGUSON, _’ 
(Jean & Babs) 

141 East 44th Street, New York 17, N. Y. 

YUkon 6-4330 

A complete service, specializing in crea- 
tive talent for tv. May we screen, from 
our vast resources of actors, models, etc., 
the types to fit your specific need. 


CAMERA EQUIPMENT 








CAMERA EQUIPMENT CO. 
315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS — SALES — SERVICE 
Motion picture and television equipment 
. . . lighting equipment . . . generators 
... film editing equipment . . . processing 

equipment. 


[ - SCREENING ROOMS 


“PREVIEW THEATRES, INC.” 


1600 Broadway, New York 19, N. Y. 
ClIrele 6-0865 
i William B. Gullette 
l6mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 


OPTICAL EFFECTS 
AND ANIMATION 


K & W FILM SERVICE CORP. 


1657 Brodway, New York 19, N. Y. 
Clrele 5-8080-1-2 
PIER vc cccevcercans Norman Witlen 
Wieo President ...05.5.5-+: Ralph Koch 
OPTICALS . . . TITLES . . . SPECIAL 
EFFECTS . .. SLIDE FILMS... 
ANIMATION 
ANIMATION PHOTOGRAPHY 


F COLLECTION AGENCIES 


STANDARD ACTUARIAL 
WARRANTY CO. 
220 West 42nd Street, New York, N. Y. 
Collections 
For the Industry 
All over the world 
Serving radio, tv and film accounts 


No Collections — No Commissions! ! 
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Syndicated Film Profile . . . . . u. s. marsnar 


Continuation of Sheriff of Cochise. Co- 
produced by Desilu and National Tele- 
film Associates. Producer: Mort Bris- 
kin. Distributed by NTA. Star: John 
Bromfield. 

Sponsors: Two series of Sheriff 
of Cochise included R. J. Reynolds, 
Gallo Wines and Procter & Gamble. 
So far, U.S. Marshal, which is just 
beginning this season, has Anheuser- 
Busch with Budweiser in about 90 
markets, plus some regional sponsors 
and more to come. 

Ratings: Sheriff of Cochise usually 
among the first 10. New York Arbitron 
for U.S. Marshal Oct. 20: 17.1. 

Format: Formerly stories taken 
from law cases in Cochise County, 
Arizona, now from files of cases in 
marshals’ offices in the whole state. 
Intrepid marshal deals with modern 
western crime, using modern methods 





John Bromfield in the starring role 


of crime detection in “some of the 
toughest range land that ever appeared 


on television.” 





Mercury Division of Ford Motor Co. (cars), 


K&E: Dodge Division of Chrysler Corp. 
(cars), Grant; American Committee for 
Lourdes (Lady of Lourdes Centennial), 


Bozell & Jacobs; Genessee Brewing Co., Inc. 
(beer), Marschalk & Pratt; Continental 
Baking Co. (Wonder rolls), Bates. 


WILBUR STREECH PRODUC. 
TIONS, INC. 


Completed: Harold F. Ritchie & Co. (Mac- 
Kean’s toothpaste), Rabko; General Foods 
Corp. (Post Sugar Crisp, Alpha Bits), Rabko; 
Sinclair Refining Co. (gasoline & Oil), 
Morey, Humm & Warwick; ABC-TV (pro- 
motional trailer), direct. 

In Production: Muscular Dystrophy Assn., 
Film House; Martini-Rossi (Vermouth), 
Spitzer & Mills; ABC-TV (promotional 
trailer), direct; Sinclair Refining Co. (gaso- 
line & oil), Morey, Humm & Warwick. 


WONDSEL, CARLISLE & 
DUNPHY 

Completed: Standard Brands, Inc. (Royal 
gelatin and pudding), Bates; Argus 


Cameras (projectors and cameras), Y&R; 
Hazel Bishop, Inc. (Golden Look ultramatic 
compact, liquid makeup, Real Real Red Lip- 
stick, polish), Spector; Council for Financial 
Aid to Education—Dr. Frank Sparks, Ayer; 
Royal McBee Corp. (typewriter), Y&R; Phar- 
ma-Craft Co. (Coldene chest rub), C&W; 
Vick Chemical Co. (Vitamin C cough drops), 
Morse; Arthur Maisel Restaurants (steak din- 
ner special), direct; General Electric Co. 
(GE Coaxial TV), Y&R; General Foods Corp. 
(Tang-Rooster), Y&R; Universal Spray Can 
Corp. (Speed Shine) , Rose-Martin; Nestle Co. 
Inc., (Zip, Quik), McCann-Erickson. 

In Production: Nestle Co., Inc. (Quik), Mc- 
Cann-Erickson; Colgate-Palmolive Co. (Super 
Suds), C&W; American Home Foods (Chef 
Boy-Ar-Dee ravioli, pizza mix, spaghetti with 
meat balls), Y&R; Beech Nut Life Savers, 
Inc. (peppermint gum), Y&R; Norwich Phar- 
macal Co. (Cees cough medicine), B&B; 
Florida Citrus Comm. (oranges, grapefruit), 


B&B. 


Tv Editorials 


Openly determined to make “a 
view of our serious world as at- 
World Series,” 
WsSAz-TV Huntington-Charleston, 
W. Va., will editorialize on behalf 
of television and the free enter- 


tractive as the 


prize system in a series of pro- 
grams slated for the station’s 6:30 
p-m. Sunday time slot. Endorsed 
by the Television Bureau of Ad- 
vertising and the National As- 
sociation of Broadcasters, the new 
WSAZ-TV project was conceived by 
Lawrence Rogers II, president of 
the Charleston-Huntington radio 
and tv operations of WSAZ, Inc., 
and chairman of the board of TvB. 

Indicating the station’s new 


editorial series was necessitated 
by the attacks of printed media 
and the threat of government cen- 
sorship and control, Mr. Rogers 
accused print media of conveying 
“the false notion that all tele- 
vision panders only to the mass 
taste in entertainment.” He added 
that aggressive editorial stands 
“can enlist wide public support 
for more programming of a 
public-interest and cultural na- 
ture . . . by running the gauntlet 


of controversy.” 











JUSTICE JUNTA. In a capital noted 
for all manner of lobbyists and lobby- 
ing, the recent Justice Department 
brief regarding undue influence in the 
Miami channel 10 case hit like a 
bombshell. The rules of the lobbying 
game, never very clear and always 
subject to individual twists, at least 
have some boundary lines now. 
Attorney General William P. Rogers 
personally signed the Justice Depart- 
ment brief with the Federal Communi- 
cations Commission urging that the 
three leading applicants for channel 
10 in Miami be disqualified because 
they tried to use improper influence 
on the FCC. The celebrated case re- 
sulted in the resignation under fire of 
Commissioner Richard A. Mack and 
touched off a Capitol Hill round of 


investigations of tv licensing pro- 
cedures. 
Actually the Justice Department 


brief goes far beyond the Miami case 
and strikes directly at the entire in- 
sidious process of influence peddling 
in the FCC and other Government 
agencies. 


The brief left no doubt in anyone’s 


mind that the Justice Department 
clearly intends to put applicants for 
Federal licenses on notice that ap- 
proaching any 


official 


exerting influence should automatically 


agency or agency 
in secret with the intent of 


disqualify the applicant. 


RULE OF LAW. “Such a rule curbs at 
its very source all influence beyond 
the recognized and public processes 
of adjudication,” the brief said. “We 
urge that this rule, vigorously and 
firmly applied, will go a long way 
toward assuring that ‘administrative 
agencies in the performance of their 
quasi-judicial functions act in accord- 
ance with the cherished judicial tradi- 
tion embodying the basic concepts of 
fair play’.” 

The Justice Department brief drew 
on a recent Supreme Court opinion for 


reference source in quoting in its brief. 
In filing the brief with the FCC, the 
Justice Department was acting in re- 
sponse to a United States Court of 








Washington Memo 






Appeals order for an inquiry into the 
circumstances surrounding the Miami 
case. 

The FCC awarded channel 10 to 
Public Service Television, owned by 
National Airlines, in 1957. Other ap- 
plicants were WKAT, North Dade Video 
and L. B. Wilson, Inc. Justice asked 
that all but L. B. Wilson be dis- 
qualified. 

It said that there was clear and un- 
contradicted evidence that both WKAT 
and Public Service had used or at- 
tempted to use influence on former 
FCC chairman George C. McCon- 
naughey or Mr. Mack. The evidence 
was slightly less persuasive in the 
case of North Dade Video, Justice said. 


OUT OF ACTION. Justice clearly 
stated that Mr. McConnaughey and 
Mr. Mack should have disqualified 
themselves in 
told their 


their conversations with the applicants 


the case—or at least 


fellow commissioners of 
outside the official record. 

“They did not speak, however, of 
these extensive off-the-record contacts 
and, most important, neither inserted 
into the record the ex parte arguments 
which had been 


made to him. Thus the applicants were 


and presentations 


not advised of these ex parte argu- 
ments and were given no opportunity 
to rebut them,” the brief stated. 

In refusing to reveal these off-the- 
record, or ex perte, approaches, Mr. 
McConnaughey and Mr. Mack vitiated 
the entire proceedings “and rendered 
the commission’s final decision void.” 
But because Wilson was the only sur- 
applicant, the Justice De- 
partment suggested that the case be 


viving 


reopened and other applicants be given 
an opportunity to file. 

It then laid down what could be 
used as a rule of law by other agencies 
as well in this quotation from the 
Court of Appeals opinion: “From the 
moment the applicant ceases to depend 
upon the justice of his case and seeks 
discriminatory and favored treatment, 
he becomes a corrupter of the Govern- 
ment itself and is fortunate if he loses 
no more than the rights he seeks to 
obtain.” 



















WHAT’S AHEAD? The impact of the 
brief was tremendous in communica- 


tions circles here. For one _ thing, 
Miami is by no means the only case 
in which influence-peddling charges 
have been brought, and some attorneys 
fear that the brief; if sustained by the 
court, might open up a lot of cases which 
were thought to have been closed long 
ago. 

The fact that a station has been on 
the air for some time might have little 
defeated 
could show that influence was used in 
obtaining the grant for the victor. And 


just how far influence can be used and 


relevance if a applicant 


still be called legal lobbying remains 
a moot question. 

It is the latter factor that is perhaps 
the most intriguing. Luncheon engage- 
ments with commissioners and with 
their assistants and advisers are held 
regularly by applicants for tv stations, 
and the pending cases are discussed 
openly. Telephone conversations are 
held for the 


likewise often same 


purpose. 


It could be argued that such lunch- 
eons and conversations are properly 
the right of any citizen, even one with 
a vested interest in a pending case, and 
some have contended that the Con- 
stitution upholds that right. It is up 
to the courts, however, to draw the 
tenuous line which separates lobbying 
from illegal influence—and it seems 
clear that no rule of thumb can apply. 
Each case, it would appear, must be 
judged on its own individual cir- 
cumstances. 
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UPA (Continued from page 47) 


as everyone is always shooting at the 
Yanks, many potshots have been taken 
at their company. With everyone aim- 
ing to overtake it, how does UPA try 
to assure its prominent position ? 

One way is constant experimenta- 
tion. A good example is 10 minutes of 
film which Mr. Bosustow has shot on 
Jelly Roll Morton, incorporating both 
new techniques in animation and new 
sound patterns. At the moment there is 
no outlet for this, but sooner or later 
the lessons learned will be incorporated 
both in entertainment pictures and 
commercials. 

There is a constant search for new 
characters, also. Several are now in the 
developmental stage; one or two of 
them may catch on. Which will is al- 
ways uncertain, and depends more or 
less on the mood of the population at 
the time. 


Accepted in England 


One of these characters is Aurora, a 
little girl, who was first introduced by 
UPA in England and found immediate 
acceptance there. Another is Waldo, 
who will be featured in a series of 
how-to-do-it pictures, such as “how to 
make love.” 

“We are always working to develop 
identification for client with charac- 
ters,” states Mr. Bosustow. This has 
become almost a surefire method for 
success. 

Perhaps the outstanding example is 
Stag beer in St. Louis, for which UPA 
created a Magoo commercial. In the 
latest ARB identification poll in the St. 
Louis area, the spot rated 37.8. The 
next highest spots, Falstaff beer and 
Tip Top bread, were tied at 5.6. The 
success of the Rheingold Magoo spots 
and the Bert and Harry Piel commer- 
cials, the latter created by Piel’s agen- 
cy, Young & Rubicam, is too well 
known to repeat here. 

Has UPA sometimes been too far 
ahead of the field? Mr. Bosustow 
agrees that this may be so. In regard 
to The Gerald McBoing-Boing Show, a 
series of 26 animated entertainment 
half-hours, he says: “We were 10 years 
ahead of our time, and CBS gave us a 
lousy time.” (It was slotted in the mid- 
dle of Sunday afternoon.) Further, he 
admits, “Sometimes we were so deep 
we didn’t understand it ourselves.” 
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STEPHEN BOSUSTOW 
President of UPA 


However, it was the type of program 
that CBS wanted, and he still believes 
that one day when it is reprised by the 
aetwork, which has bought full owner- 
ship of it, it will turn out to be a com- 
mercial success. 

UPA is a closed corporation, regis- 
tered in California. Of the 2,500 shares 
of stock outstanding, Mr. Bosustow 
owns more than 50 per cent, and most 
of the remainder is held by other 
officers of the company: Mr. Klynn, 
vice president of tv commercials: 
Melvin Getzler, vice president and 
treasurer; Maxine Davis, secretary. 
and Jack H. Silverman, vice president 
in charge of eastern sales. 

Curiously, Mr. Bosustow began his 
career as a musician, playing in sev- 
eral well-known bands in Hollywood 
and Los Angeles. When he decided to 
return to art, which he had studied in 
school, he worked his way up through 
animated film studios, being at one 
time or another with MGM, Walter 
Lantz and Walt Disney Studios; at 
the latter he worked on Snow White, 
Bambi and Fantasia. 

When he was one of the casualties 
during an economy wave in 1941, he 
went to work as an illustrator for 
Hughes Aircraft, and then as a pro- 
ducer of slide film for Consolidated 
Shipyards. In 1944 he struck out on 
his own, the next year forming the 
firm that was to grow into UPA 
Pictures. 

There certainly can be no quarrel- 
ing with the success of the company ac- 
cording to its year-by-year gross (see 
below). Formed in 1943 by Mr. Bosus- 
tow as Industrial Films and Poster 
Service, following his apprenticeship 


in the animation field with Walt Dis- 
uey Productions, for the first few years 
of its existence it turned out chiefly 
training films for the armed services. 
In developing art techniques and meth- 
ods with which to capture an audience’s 
attention, this was to prove invaluable 
training for the tv-commercial busi- 
ness. 

The year-by-year gross of the com- 
pany follows: 


We 5 ocaiee can $ 85,000 
MO db haweceeee 151,245 
A Se 207,762 
Ge 132,534 
| FEES 190,000 
. Sa 292,839 
ED 0 Sia ax oaks 517,649 
_. Ar eerecre 570,441 
Ae a 644,222 
SU fbicee ye 3 teh 746,669 
| re 840,866 
are 1,137,313 
BD sc de civ uw ace 1,638,476 
MME. Webs ocataaars 2,308,772 


As can be seen, the primary surge 
has come with the development of the 
tv-commercial field. The estimated 
gross for 1958 is $2.5 million. 

Why, with business booming, has 
the studio closed its New York and 
London production offices? The reason 
was simply a matter of duplication and 
excessive overhead, plus the changing 
nature of the field. 


Less Supervision 


Agencies, for instance, no longer 
feel that step-by-step supervision of a 
commercial is necessary, so it does not 
matter too much whether production 
facilities are in New York or Holly- 
wood. Also, it’s believed that a better 
job can be done if all production is cen- 
tralized. In New York UPA had two 
directors and 65 people. In Hollywood 
(Burbank, to be exact) it currently has 
eight directors and some 250 employes. 
plus a large reserve of skilled freelance 
artists to draw on, if necessary. 

There is a variety of approaches to 
animated commercials, Mr. Klynn be- 
lieves, but one fact remains the same: 
if one is to reach the public, he must 
entertain them. One may use an impact 
device to catch the attention of the au- 
dience, but he must use this gracefully. 
Just as the talent that produces the 
commercial and entertainment film is 
the same, so are the tricks and the art 


(Continued on page 62) 












Wall Street Report 


DESILU ‘GOES PUBLIC.’ Undoubt- 
edly the most successful film series in 
tv history to date has been the / Love 
Lucy show. It was launched with an 
investment of $5,000 in 1951 by Desilu 
Productions, Inc. Now, less than a 
decade later, Desilu, with assets totaling 
over $14 million, has become one of 
the largest current producers of filmed 
television series in the United States. 
Except for one brief and temporary ad- 
dition of equity capital from the Co- 
lumbia Broadcasting System, the com- 
pany has been financed completely by 
retained earnings. 

Now Desilu—the corporate identity 
of the partnership of Desi Arnaz and 
his wife, Lucille Ball—has decided the 
time is ripe for it to “go public.” 
Through an underwriting syndicate 
headed by Bache & Co., 525,000 shares 
of Desilu Productions, Inc., are being 
sold to the public. The company itself 
is offering 250,000 shares, and Desi and 
Lucille are offering 275,000 shares of 
common. 

It's worth noting just how active 
Desilu has become to justify becoming 
a public corporation. It is at present 
producing and filming nine tv film se- 
ries in which it has interests ranging 
from 34.4 per cent to 97.5 per cent. 
These shows include The Ann Sothern 
Show, The Texan, Walter Winchell File, 
Westinghouse-Desilu Playhouse and 
W hirlybirds. 

Desilu is also filming at its studios 
10 tv series in which it has no equity 
interest, including The Californians, 
The Millionaire, Wyatt Earp and The 
Danny Thomas Show. Desilu has pro- 
duced seven other series, including 
Sheriff of Cochise, Willy and Those 
Whiting Girls. 


‘LUCY,’ ‘BRIDE’ SALES. The irony 
of the situation is that the J Love Lucy 
series, responsible for the success of the 
company, and the December Bride se- 
ries are no longer assets of the com- 
pany, and, for the present at least, there 
are no additional episodes of the Lucy 
show being prepared. On Oct. 1, 1956, 
Desilu sold to CBS all 153 episodes of 
Lucy and its ownership interest in the 
65 chapters of the Bride show. The 






price totaled $4,550,000 for both series. 


As part of the transaction, Desilu 
agreed to film an additional 26 Lucy 
episodes, an assignment now completed. 
However, full payment was stretched 
out over a five-year period. There is 
$1.5 million still outstanding on this 
debt, and the notes representing the 
debt have been assigned as collateral 
for part payment on the purchase by 
Desilu of the RKO Teleradio Pictures 
studio properties. When Desilu pur- 
chased the RKO properties, payment 
was stretched out over a five-year pe- 
riod, ending in January 1964. 

The sale of Desilu stock will be used 
to supply funds for three purposes, two 
specific and one general. The first will 
be the payment of two payments total- 
ing $1,915,000 due in January 1959 on 
the purchase of the RKO studios. 


MPC STOCK DEAL. Another $188,000 
must be paid by the company to pur- 
chase 44.8 per cent of the common 
stock and to obtain an option on an 
other 17.3 per cent of the stock of Mo- 
tion Picture Center Studios. This com- 
pany owns nine sound studios, four of 
which Desilu had been using until 1954. 
In that year Desilu took over the man- 
agement of the whole company, guar- 
anteed some of its loans and notes. At 
the time of the agreement between Desi- 
lu and Motion Picture Center Studios, 


Mr. and Mrs. Arnaz personally bought 
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a substantial stock interest in the studio 
company. By 1958 they had acquired 
up to 44.8 per cent of MPC common 
and had an option on another 17 per 
cent. This is the interest the company 
proposes to buy. 

Finally, the funds will be used to fi- 
nance the company’s general produc- 
tion activities. 

Desi and Lucille in the past have bor- 
rowed from the company or had the 
company guarantee loans from banks. 
From the sale of their 275,000 shares 
the couple have pledged to repay a pres- 
ently outstanding bank loan of $825.,- 
000. The arrangements between Desilu 
and Mr. and Mrs. Arnaz are twofold. 
They are the president and vice presi- 
dent of the company at salaries of $75.,- 
000 and $25,000, respectively. As actor 
and actress, they are under contract 
with the company and will be paid 
$100,000 and $150,000, respectively. 


ARNAZ HOLDINGS. As of Dec. 1, Desi 
Arnaz owned 137,500 shares, or 41.1] 
per cent, of Desilu Productions com- 
mon stock and 282,800 shares of its 
Class B common stock. His wife held 
duplicate amounts in her name. Martin 
Leeds, executive vice president held 
10,000 shares of the common stock, or 
11.36 per cent. Once the underwriting 
agreement has been completed, the 
Arnazes have agreed to sell all their 
holdings of the Desilu common, totaling 
275,000 shares, to the underwriters. 
This will leave them holding only Class 
B common. 

The two classes of stock are com- 


(Continued on page 75) 
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UPA 


that catch the eye the same. A hard 
sell, in Mr. Klynn’s opinion, only irri- 
tates the audience. 

What are these differing approaches ? 


(Continued from page 60) 


Basically, they fall into three catego- 
ries: those where the music or sound 
effects are dominant; those in which 
the story approach and the visual are 
most important, with the product ap- 
pearing only at the end, and those in 
which the product is present through- 
out. 

In the first category, for instance, 
UPA produced a CBS Hytron spot. A 
composite of electronic noises and spe- 
cial effects, the soundtrack formed a 
background for abstract design, sym- 
bolizing television and radio interiors, 
which popped on and off the screen at 
unpredictable angles. The idea was 
that such chaos couldn’t happen with 
a CBS tube. 

Another example was the Borden’s 
“mood” spot, opening with a romantic 
guitar score, underlying richly colored 
backgrounds, and a floating cup of 
steaming coffee. A Swansdown com- 
mercial started out with no spoken di- 
alogue, but presented a strange track 
of multiple-voice recordings, express- 
ing the visual dialogue of “altogether 
new, and working on the imagination 
of the viewers. 


Other Categories 


In the second category fall such 
spots as Borden’s “do it yourself,” 
which ribs the American family for 
that current craze. Or, in the case of 
another CBS Hytron spot, which em- 
phasized the visual, a luscious girl ap- 
peared on the screen, only to be 
squeezed into a narrow shape, then 
flattened into a wide one, and then 
split into five. This, obviously, couldn’t 
have happened with a CBS tube. 

In the third category would fall the 


Its time to rolll up your sleeve... 
/. GIVE 
LOOD 
NOW 


CALL YOUR RED CROSS TODAY! 


NATIONAL BLOOD PROGRAM 
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Howard W. Maschmeier has been 
named general manager of WNHC-TV 
Hartford-New Haven, it has been an- 
nounced by Roger W. Clipp, vice 
president of the radio and television 
division of Triangle Publications. Mr. 
Maschmeier has been assistant general 
manager of the station. He succeeds 
Edward D. Taddei, who resigned to 
buy wuct Hartford from the Columbia 
Broadcasting System. Mr. Maschmeier 
was formerly with the national sales 
staff of the Triangle Stations in New 
York City. 


Gold Seal Salmon “little drummer” 
spot, in which a doubtful salesman for- 
gets his lines but becomes more and 
more enthusiastic over the product. In 
this instance, the product is present 
throughout the spot. 

Although there is no UPA style, per 
se, UPA drawing is definitely stylized. 
This means that it is basically modern 
art, both drawing from and contrib- 
uting to it. The concept is to give the 
imagination free rein by using one line 
when two would circumscribe it, and 
to develop and use color in ever new 
ways. 

How did UPA creative philosophy 
and stylization get its start? It stems 
basically from a rebellion against what, 
in the early 1940s, was called “the 
cookie-cutter school.” Translated, this 
means :, 

Through the years, the half-dozen 
studios which at that time had a mo- 
nopoly in animation had developed a 
stereotyped form of cartoon. This had 
no story line but was merely a series 
of more or less unrelated incidents, the 
humor of which was dependent on sad- 
ism, such as having the character’s 
head cut off by a meat axe. Hence the 
term “cookie cutter.” 

It was revolt against this, as well as 
the unimaginative art form then in 
vogue, that led Mr. Bosustow, and oth- 


er rebels, to strike out on their own, 
placing the emphasis on sound stories 
and creativity, and instigating a revo- 
lution in the cartoon field. 

It was not only in this direction that 
UPA pioneered. In 1944 the studio de- 
veloped compatible color in cartoons 
for television transmission. With NBC 
it worked out a series of gray scales 
with contrast relationships for the 
telecasting of film. Today every UPA 
commercial has cellular compensation 
for the loss in film transmission. 

Although color commercials make 
up only five per cent of the total, all 
spots are first drawn in color, then 
mathematically transposed to black- 
and-white. Actually, in animation, col- 
or production is only five to 10 per 
cent more expensive than black-and- 
white. 


Future 


What lies ahead? Next to Disney, 
UPA is reportedly now the largest pro- 
ducer of animation in the world. Its 
product has received awards from the 
Academy of Motion Picture Arts and 
Sciences (Oscars for Gerald McBoing- 
Boing in 1951 and When Magoo Flew 
in 1954), from art directors’ clubs in 
New York and Los Angeles, and at 
various international film festivals. 

In 1959 the studio will come out 
with its first full-length feature, Ma- 
goo’s Arabian Nights, and two others 
are on the drawing boards. There will 
be 12 shorts, eight of them Magoos, 
but, ironically, it is in the shorts field, 
where it made its first big mark, that 
the company may curtail activity. This 
is due to an economic squeeze. Costs 
have constantly gone up, but revenue 
has remained the same, resulting in 
smaller and smaller profits from this 
field. 

A new enterprise is the UPARIO 
Music Co., UPA’s music-publishing 
and recording subsidiary. The first re- 
lease, a Phil Crosby recording titled 
Ball of Love, has already been placed 
on the market, and a second release is 
expected shortly. 

In the commercials field, UPA has 
serviced some 250 different agencies 
and 1,500 separate advertisers in the 
past decade. As the experimentation 
and creative development now under 
way begin to pay off, this substantial 
list will undoubtedly continue to grow 
over the span of the next 10 years. 
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ne of the points commonly raised 

by proponents of network adver- 
tising is that a nationally telecast pro- 
gram gives an advertiser “identification 
values” not found in spot campaigns. 
Exactly what these values are has al- 
ways been somewhat nebulous, but the 
basic assumption is that the buying pub- 
lic will closely associate a product or 
advertiser with a well-liked personality 
or program. It then should follow that 
the sponsor receives perhaps “sub- 
liminal” advertising when the program’s 
or star’s name comes up in print or in 
conversation. 

Because a few notable examples of 
such identification have appeared down 
through the years—Jack Benny and 
J-E-L-L-O, Arthur Godfrey and Lipton, 
the Music Hall and Theatre titles for 
Kraft—and because the concept itself 
seems a valid one, advocates of spot tv 
have had little counter-argument. The 
answer usually is, “So, okay, what if 
spot doesn’t give you any identifica- 
tion? You get economy, flexibility, cov- 
erage.” 

Now, a recent research survey has 
provided additional ammunition for the 
spot devotees. 

Speaking about the admittedly 
“tender, controversial” subject of spon- 
sor identification at a meeting of the 
Association of National Advertisers, 
M. A. Wallach, president of Wallach 
Research, Inc., disclosed the results of 
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a review of 


current activity 


in national 
spot tv 


6,000 personal coincidental home inter- 
views which were conducted while 
viewers actually watched the programs 
in question. 

Immediately after the Garry Moore 
Show which featured commercials for 
Revlon’s Touch ’n Glow and Top Brass 
products, interviewees were asked about 
the sponsor and the products adver- 
tised. 

Mr. Wallach noted only three of the 
answers given—answers in which the 
products were wrongly identified, in 
which products not shown were men- 
tioned as having been shown, and in 
which the personalities delivering each 
commercial were mixed in mad confu- 
sion—but his concluding statement im- 





Tom Hollingshead, McCann-Erickson 
timebuyer, handles schedules for Col- 
gate-Palmolive’s Ajax, Westinghouse 
portable appliances and McGregor 
sportswear. 





REPORT 


plies many additional interviews showed 
similar results: 

“If viewers cannot recall sponsor 
identification, and commercial memora- 
bility, better than this within 15 minutes 
after having seen a commercial, how 
can they be expected to remember the 
sponsor when asked the next day? .. . 
We believe the area of sponsor identifi- 
cation is so cloudy that . . . we are not 
even sure it should be included in fu- 
ture studies.” 

Further fuel is added to the fire by 
the ABC-TV network policy of allow- 
ing daytime advertisers to split the three 
commercials alloted them for a quarter- 
hour sponsorship into three different 
programs. Both CBS and NBC require 
the sponsor to have at least two of his 
three announcements within the quar- 
ter-hour he has purchased. “Less than 
that,” says an NBC spokesman, “loses 
the identification values for the adver- 
tiser with the program.” An ABC of- 
ficial says some of the network’s adver- 
tisers prefer the opportunity to get extra 
which 


sound very much like sales points for 


exposure and a wider audience 
spot tv. 


ARMOUR & CO. 
(N. W. Ayer & Son, Inc., Phila.) 


In line with the moves currently being made 
by several competing brands, this company’s 
CLOVERBLOOM margarine is getting some 
schedules of day and night 20’s. The 
selected markets are primarily southern ones. 
Don Heller is the timebuyer. 
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AVON PRODUCTS, INC. 
(Monroe F. Dreher, Inc., N. Y.) 


The word here is that the company will take 
a hiatus after the current schedules run 

out early this month, staying off until the first 
of the year. Re-orders in all the present 
AVON markets will begin about Jan. 6 and 
run 20 weeks through spring. Day and 

night minutes and 20’s go in about 100 
markets. Lee Petry is the timebuyer. 


OTTO BERNZ CO., INC. 
(Rumrill Co., Inc., Buffalo) 


This maker of outdoor grills and other 
products has a three-week schedule of filmed 
minutes winding up this month in Baltimore, 
New York, Boston, Cleveland, Philadelphia, 
Pittsburgh and Washington, D. C. Advertised 
item is a blowtorch for do-it-yourself fans. 
Buys are naturally made in play-by-play 
sportcasts, news shows and male-audience 
attractions. The torch set comes gift-wrapped 
for Christmas giving, and will provide a 

real test for video’s ability to sell “off-beat” 
items. Good results have been noted in tests 
and campaigns for the company’s other 
items. Richard Shepard, tv-radio director, 

is the contact. 


CANADA DRY CO. 
(J. M. Mathes, Inc., N. Y.) 


Activity in selected markets is indicated here 
as the company promotes its line of mixers 
for the holiday-party season ahead. It’s 
difficult to pin down a specific campaign, as 
local bottlers often place their own schedules, 
while ethers are set by the agency. 

Edna Cathcart is the timebuyer. 


COLGATE-PALMOLIVE CoO. 
(Lennen & Newell, Inc., N. Y.) 


Schedules of day and night minutes began 
running about two weeks ago for AD 
detergent in a special promotion featuring 
free dishes in each box. Major markets are 
getting the placements which will continue 
through the end of the year (and probably on 
into 59). Sally Reynolds is the timebuyer. 


EUREKA WILLIAMS CORP. 
(Earle Ludgin & Co., Chicago) 


Apparently the tv test noted here last issue 
for this company’s new vacuum cleaner went 
well, with the latest word being that 

major markets of Chicago, Boston, New York 
and Philadelphia will receive placements 

of filmed minutes for brief runs. Ruth Babick 
is head timebuyer. 


FAMOUS ARTISTS SCHOOL 


(L. C. Gumbinner Adv. Agency, Inc., 
N.Y.) 

Having taken over this account a few months 
ago. the agency is continuing with the plan 

of placing quarter-hour film shows in 

selected markets. Al Sessions is handling 

the buying. 


FOOD MANUFACTURERS, INC. 
(Ted Bates & Co., Inc., N. Y.) 


This maker of M & M candies and UNCLE 
BEN’S RICE has set a large number of 
schedules in major and minor markets across 
the country to begin this week. Night 
minutes will be used in prime and fringe 
times, with the filmed commercial often 
promoting both products in a hitch-hike 
arrangement. The schedules will run through 
the contract year. Frank Thompson is the 
timebuyer. 
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hen Inez Aimee decided to enter 

the advertising world, she had 
already been working for about seven 
years. She realized she had to catch up 
with the industry in a hurry. So she set 
herself a pattern: to work at a station 
and a rep which she felt would give her 
a broad enough background to equip 
her rapidly for her goal—buying—“one 
of the most interesting and alive aspects 
of advertising.” She entered BBDO in 
October 1956 and, with no previous ex- 
perience in estimating, was promoted to 
head of all spot radio-television esti- 
mating in the agency by the following 
March. 

She joined Norman, Craig & Kummel 
in March 1958 and currently buys time 
on Hudson, Maiden Form, Pabst, Cresta 
Blanca and Roma wines. 

Miss Aimee maintains that “a me- 
dium-sized shop has great flexibility and 
can use a lot of imagination. It doesn’t 
have big departments that think for us 
in one area, and other departments 
which think for us in other areas. We 
can all think together. 

“NC&K, furthermore, likes to intro- 
duce its clients to new approaches in- 
stead of competing for the sake of com- 
petition, to be not a trend-follower but 
a trend-setter.” 

A present, for example, Miss Aimee 
is engaged in trying to switch a product 
which heretofore has been very active 
in spot to a programming schedule. She 
is trying to get quality identification for 
Hudson Paper, to convey a broader 


INEZ AIMEE 


image for this product. She believes that 
“spot doesn’t get the kind of prestige 
news and weather broadcasts can afford 
a product. Having a local leading per- 
sonality in each market endorse the 
product helps create a desirable cor- 
porate image, and news and weather 
programs lend an important extra— 
believability. This factor, which is not 
an essential part of regular program- 
ming, is an integral part of these shows. 
They are therefore among the few things 
on television in which people genuinely 
believe.” 

Inez Aimee has dark hair and eyes 
and a softly sophisticated manner. She 
has a quick, warm smile which glows 
brighter when she lights on subjects 
especially meaningful to her. These sub- 
jects include advertising, skiing, her 
Ford convertible and designing of 
fabrics. 





GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


As noted last issue, a lot of markets are 
getting six-eight week placements for 
INSTANT MAXWELL HOUSE coffee. 
Now, in addition, buying in a great many 
markets for REGULAR MAXWELL HOUSE 
has begun. Night minutes and 20’s are 
being set in the final B&B campaign before 
Ogilvy, Benson & Mather takes over the 
regular-coffee part of the account. Grace 
Porterfield is the instant timebuyer; Dick 
Walken buys on regular. 

New activity is reported in the usual 
west-coast markets of YUBAN coffee. 
Placements of night minutes begin about 
issue date for a four-week run. Stan Kreiser 
is the timebuyer. 


GENERAL MILLS, INC. 
(BBDO, N. Y.) 


A rare spot campaign for BETTY CROCKER 
biscuit mix began late last month and 
should run through this week. Both top and 


lesser markets got brief schedules of daytime 
minutes, with about six per week promoting 
biscuits with holiday dinners. Hal Davis 

is the timebuyer. 


7ORDON BAKING CO. 
(W.B. Doner & Co., Detroit) 


This agency acquired the baking account 
recently and has begun to place some tv 
schedules in the markets where its SILVER 
CUP bread has distribution—New York, 
Detroit and Chicago only. Media director 
Ellen Dryer is the contact. 


HIGHLANDER SALES CO. 


(Mullen & Associates, Inc., Minne- 
apolis ) 

Add this maker of SCHAPER plastic games 
to the list of toy companies using video 
campaigns this Christmas. Schedules of 
minutes in kid shows will continue through 
the middle of the month in top markets across 
the country. Tv-radio director Kenneth 
Peterson is the contact. 
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ARB City-By-City Ratings October 1958 


BALTIMORE 
3-Station Market 
TOP SYNDICATED FILMS 


Sea Hunt (Ziv) wBaL-Tv Wed. 10:30 ... 
Highway Patrol (Ziv) wMaR-Tv Sat. 7 
Casey Jones (Screen Gems) wWsz-TV Mon. 7:30 . 
Target (Ziv) wBAL-TV Thu. 10:30 .. 

Silent Service (CNP) WBAL-TV Tue. 10:30 
Death Valley Days (U.S. Borax) WBAL-TY 
Mon. 7 

Sheriff of Cochise (NTA) wsz-Tv Sun. 9 
Tracer (Telestar) wsz-TV Mon. 10 
(ABC) wsz-TY Mon. 9:30 
Popeye (AAP) wsz-TvY M-F 4:30 
wsz-Tv Sat. & Sun 
Jim Bowie (ABC) wsz-tTv Fri. 5 
Sky King (Nabisco) wMAR-TV Sat. 6:3 
Huckleberry Hound (Screen Gems) 
wis-Tv Thu. 5 


5. Badge 714 (CNP) wMar-TV Mon, 6:30 


TOP FEATURE FILMS 


Late Show wsz-tTv Fri. 10:30-12:45 a.m. 


. Big Movie of the Week wWMAR-TY 


Sat. 16:30-12:45 a.m. 
Early Show wsz-Tv Tue. 6-7:30 p.m. ... 
Early Show wsz-Tv Sun. 6-7:30 p.m. 
Early Show wsz-Tv Mon. 6-7:30 p.m. 


TOP NETWORK SHOWS 


Gunsmoke WMAR-TY 
Real McCoys wWsz-TV nd 
Loretta Young Presents WBAL-TV 
Alfred Hitchcock Presents WMAR-TV 
Wyatt Earp wJz-Tv 
Perry Mason WMAR-TV 
I've Got a Secret WMAR-TY 
Maverick WJZ-TV 
Have Gun, Will Travel wMaR-TV 
G.E. Theatre WMAR-TY 
Sugarfoot wsz-TV 


COLUMBUS 


3-Station Market 
TOP SYNDICATED FILMS 


Sea Hunt (Ziv) weNs-TvV Mon. 7:30 
Death Valley Days (U.S. Borax) 
WENS-EV Bam. 0380 2... ccccccccccccccccces 2 
Casey Jones (Screen Gems) WTVN-TV Tue. 7 .. 
The Honeymooners (CBS) wBNs-Tv Sat. 7 .... 
San Francisco Beat (CBS) wTvN-Tv Wed. 7 
Boots and Saddles (CNP) 

WBNS-Tv Sat. 10:30 


- Highway Patrol (Ziv) wBeNs-tTv Wed. 8:30 
. Silent Service (CNP) wrvn-tv Fri. 7 
. Whirlybirds (CBS) wtvn-tv Thu. 7 


Frontier Doctor (H-Tvy) wrvN-Tv Mon. 6:30 . 
Our Miss Brooks (CBS) wBNs-Tv Sun. 6:30 .. 
Gray Ghost (CBS) weNns-tv Fri. 7:30 
Mike Hammer (MCA) wWTvN-Tv Tue. 10 
Official Detective (NTA) wLw-o Thu. 7 
Amos ‘n’ Andy (CBS) wBNs-Tv Thu. 7:30 .. 


TOP FEATURE FILMS 


. Lez Mayer’s Theatre wTvN-tv 


Sun. 10-12:15 a.m. 


. Armchair Theatre wBNs-Tv Fri 


11:15-2:15 a.m. 


. Best of Hollywood wrvn-rTv Sat. 6-7:30 p.m. .. 
. Armchair Theatre wWuNs-TV Thu. 


11:15-1:15 a.m. 


. Andy Hardy Theatre wiw-c Thu. 5-6:30 p.m. 


TOP NETWORK SHOWS 


Real McCoys WTVN-TV 


Wyatt Earp wTvN-tTv 
Sugarfoot WTVN-TV 

Pat Boone wTvN-Tv 
Perry Mason WBNS-TV 
I've Got a Secret WBNs-TV 
Wagon Train wBNs-TY 
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CINCINNATI 
3-Station Market 
TOP SYNDICATED FILMS 


17.3 





. Highway Patrol (Ziv) wkRc-TV Sat. 10:30 ..38 
. Mike Hammer (MCA) wkRc-TV Wed. 9 ...... 26 

Search for Adventure (Bagnall) WLw-Tv Wed. 7 .19 
. Sea Hunt (Ziv) wkre-Tv Thu. 7:30 ...... 18 
. Mackenzie’s Raiders (Ziv) wkRc-Tv Tue. 7 ..17 

Danger is My Business (CNP) WLW-T Mon. 7 17 
. Cisco Kid (Ziv) woor-tv Sun. 6 .......... 16 
. Death Valley Days (U.S. Borax) 

WHRO-EU Deb. FT ncccccccvecscessccsccces 15 
. Harbor Command (Ziv) wLw-T Sun. 10:30 15 
. 26 Men (ABC) wiw-T Thu. 7 ....... 14 

Racket Squad (ABC) wkro-Tv Fri. 7 ...... 14 

Gray Ghost (CBS) wkro-Tv Sat. 7 ..... - a8 

Jungle Jim (Screen Gems) worpo-Tv Wed. 6:30 .13 

Sheriff of Cochise (NTA) WKRO-TV Thu. 7 13 

Victory at Sea (CNP) wkrec-Tv Tue. 7:30 12 

TOP FEATURE FILMS 
. Home Theatre wkRO-Tv Sat. 11:15-2 a.m. 13. 
. Home Theatre wWkKRO-TV Fri. 11:15-2 a.m. 9. 
. Gold Cup Matinee wiuw-T Sun. 5-6:30 p.m. .. 8. 
. Gold Cup Matinee WLW-T Mon. 5-6:30 p.m. 7. 
. Saturday Matinee WLW-T Sat, 4:15-6 p.m. 6. 
TOP NETWORK SHOWS 
- Real McCoys WOOP-TV .......cc cece, . 46 
> GemBMNGD WERO-EY 2c ccccccccccccccccccces 43 
> SE. SUOMD cccccccccccesscce -42 

Perry Como WLW-T ............ .40 
ED IED coc dcccescccsvesccecsces 38 

SE EE - onence ogee cssssewes 35 
S F fo Beer .35 
PD MOD vce cccecsccccsoce 34 

Loretta Young Presents WLW-T ............ 34 
SR Te TF lwteccccwcccccces 33 

The Rifleman WCPO-TY ........ .33 

PORTLAND, ORE. 
3-Station Market 
TOP SYNDICATED FILMS 
- Death Valley Days (U.S. Borax) 

SOGT. GE, GO cccccsesiesssccss. — 
. Highway Patrol (Ziv) Kew-TV Mon. 7:30 ....21. 

State Trooper (MCA) KGw-TV Tue. 7 ...... 21 

Mr. District Attorney (Ziv) KOIN-TV Sat. 6 ..19. 
. Gray Ghost (CBS) KoIn-tTv Thu. 6:36 .18 
. Annie Oakley (CBS) KGw-Tv Sun. 6 ........ 17 
. Sea Hunt (Ziv) Kew-Tv Mon. 10 .......... 17. 

Star Performance (Official) KOIN-TV Thu. 8 ..17. 

Union Pacific (CNP) KPTV Tue. 7 ........ 

- Men of Annapolis (Ziv) KPTV Sun. 5:30 17. 
. Sky King (Nabisco) KGw-TV Mon. 6 .. . 16. 
. Adventures in Sherwood Forest 

(Official) KPTV Tue. 6:30 EN a ac606 . 16. 

Target (Ziv) KOIN-TV Tue. 10 ............ 16.3 

Huckleberry Hound (Screen Gems) 

KGW-TV Thu. 6 ......... Sceseccese - 
. Racket Squad (ABC) kGow-tTv Sat. 10:30 15. 

TOP FEATURE FILMS 

- Movie 12 xrtv Fri. 10-12 m. .............. 10. 
. Showtime on 6 KOIN-Tv Sat. 10:15-1:15 a.m. .10. 
. Thursday Theatre KPTV Thu. 10:30-12 m. .... 8. 
. Sunday Matinee KPTV Sun. 2-5 p.m. %. 

Armchair Theatre KOIN-TV Sun. 3-5 p.m. 5 

TOP NETWORK SHOWS 

rr Ce cae che dn eamece 6 56 45 
_ mf  MPevTerTrryerTrrire 43 
> ££ | . BRPTTTTITTrT errr 41 

Have Gun, Will Travel KOIN-TV -40 

Meel MeCegs BOW-EV 2... ccc scccccccccs 39 

GU Tete MONKEY 2 ccc ccc wen ccccccces 38 
. Red Skelton KOIN-TV 
. Wagon Train KPTV 
. Alfred Hitchcock Presents KOIN-TV ........ 36 
. Father Knows Best KOIN-TV ..........e00: 36 
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. Silent Service 
. Death Valley Days 


- Sea Hunt (Ziv) wsw-tv Sat. 7 
. Harbor Command (Ziv) KYw-Tv Sat. 
. Union Pacific (CNP) 
. Highway Patrol 
. Brave Eagle (CBS) Kyw-Tv Sat. 6 . 
. Dial 999 (Ziv) wews Tue. 
9. Mackenzie’s Raiders (Ziv) wsw-tTv Thu. 


. Walter Winchell File 


. Loretta Young Presents KYw-TV 


. Real 


ee 


. This is Your Life Krw-Tv 
. Wagon Train Krw-Tr 


> © om 


. Highway Patrol 
. Death Valley Days 
7 


. Silent Service 
. Selence Fiction Theatre 


. Sheriff of Cochise 


. Mackenzie’s Raiders (Ziv) wror-Tv Thu. 7:30 
. Sea Hunt (Ziv) WMAL-TV Tue. 10 ....... 


. 26 Men (ABC) wMAL-TV Sun. 
. Waterfront (MCA) 


. Early Show wropr-ty Sat. 


. Maverick WMAL-TV . 
. Perry Mason WTOP-TY ... 
. Hall of Fame wro-Tv ... 


. Loretta Young Presents wrc-TVv 


. Fred Astaire 


CLEVELAND 
3-Station Market 
TOP SYNDICATED FILMS 


(CNP) wiw-tTv Sat. 
(U.S. Borax) 
10:30 . 


10:30 


KYW-TV Thu. 


KYw-Tv Wed. 


(Ziv) waw-Tv Tue. 8 


10:30 





Popeye (AAP) Krw-tTv M-F 5 
Frontier Doctor (H-Ty) KYw-Tv Sat. 
Ellery Queen (TPA) Krw-Tv Tue. 
Bishop Sheen (Propagation Society) 
wews Mon. 7 


(NTA 
WIw-TV Tue. 7:30 


. Sky King Nabisco Krw-Tv Sat. 12 n. .. 


TOP FEATURE FILMS 


. Masterpiece Theatre ws w-TV 


a eee a 


. Academy Award Theatre KYw-Tv 


Sun. 10:30-1 a.m. 


. Early Show Krw-Tv Fri. 5:45-7:30 p.m. ...... 
. Early Show KYw-TV Mon. 5:45-7:30 p.m. 
. Sunday Playhouse Krw-Tv Sun 


1-3 p.m 


TOP NETWORK SHOWS 


Maverick WEWS ............. 
Gunsmoke WJW-TV 
McCoys WEWS 
Bob Hope KYW-TV 
Perry Como KYW-TV 
Wyatt Earp wews 
Danny Thomas wsJw-Tv 


WASHINGTON 
4-Station Market 
TOP SYNDICATED FILMS 


(Ziv) wrop-tTv Sat. 7 
(U.S. Borax) 
WRC-TV Mon. 


WMAL-TV Sun. 7 
(Ziv) 


(CNP) 


WMAL-TV Sun. 6 ......... 


(NTA) wrRe-Tv Thu. 7 
Gray Ghost (CBS) wrop-Tv Sat. 10:30 . 


Mike Hammer (MCA) wro-Tv Tue. 


WTTG Mon. 7:30 
Amos ‘n’ Andy (CBS) wMaL-TvV M-F 6:30 
Jim Bowie (ABC) wtte Fri. 7 . 

Big Story (Oficial) wrTc Fri. 10:30 . 
Decoy (Official) wrTror-Tv Mon. 7 


TOP FEATURE FILMS 


. Film of the Week wrop-tTv Tue. 7-8:30 p.m. .. 
. Safeway Theatre WMAL-TV Sat. 


BOsBO-BSsBO B.m. .ncrccccccccscssecceces 


. Giant Playhouse wTTo Sat. 10:30-12:45 a.m. .. 


10:30-1:15 a.m. 
5:30-7 p.m. 


Movie 4 WRoO-TY Sun. 


TOP NETWORK SHOWS 


Perry Como wRc-TY 





Alfred Hitchcock Presents 
Bob Hope WRC-TY 
Wagon Train WRC-TV 
Chevy Show WRc-TV 
WRC-TY 


WTOP-TY 
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HUDSON PULP & PAPER CO. 
(Norman, Craig & Kummel, Inc., N.Y.) 


After several months of conjecture, this 
eompany is taking a major video step and 
lining up news-and-weather programs in 
about 25 top and smaller markets, primarily 
ones east of the Mississippi where 
distribution is good. Most placements begin 
this month and continue for about 52 weeks. 
Promotional emphasis will be on HUDSON 
bathroom tissues. Inez Aimee is the 
timebuyer. 


ITALIAN SWISS COLONY 


(Honig-Cooper, Harrington & Miner, 


San Francisco) 


4 new wine from this company—Cappella 
Red table wine—is currently being introduced 
via saturation schedules in the California 
markets of Los Angeles, San Francisco, 
Eureka, Bakersfield, Chico-Redding, Fresno, 
Sacramento, Salinas and Santa Barbara. 

A total of 125 minute spots weekly is running. 
C. McCreary is the timebuyer. 


KIEHAEFER CORP. 


(Baker, Johnson & Dickinson, Mil- 


waukee ) 


This company has expressed interest in the 
possibility of placing some schedules next 
spring for its MERCURY outboard motors in 
markets where boating is a popular sport. 
Budget considerations will probably mean 
smaller markets and stations will be used. 
Media director Richard Harrison is the 
contact. 





New Agency Merger 

On the heels of the recently an- 
nounced Emil Mogul-Lewin, Wil- 
liams & Saylor merger comes a sec- 
ond announcement of two agencies 

‘J. R. Pershall Co. and Reach, 
McClinton & Co., Inc.—uniting to 
form a single company with bill- 
ings near $20 million. 

An Illinois corporation known 
as Reach, McClinton & Pershall 
will be formed, with J. R. Persha!l 
as president and Charles Dallas 
Reach as chairman of the board. 
The corporation will headquarter 
in Chicago’s Prudential Building 
and will be integrated with other 
Reach, McClinton offices across the 
country. 

Among present Pershall ac- 
counts are the Hi-C Division of 
Minute Maid Corp., Zenith Radio 
Distributing Corp. and the North- 
ern Illinois Gas Co. Reach, McClin- 
ton in Chicago services the Pru- 
dential Insurance Co. of America, 
Kroydon Golf Corp. and the Sta- 


Nu Corp., among others. 














Broadcast buyer Penny Simmons sets 
Foote, Cone & Belding schedules for 
Lever’s Imperial margarine and for 
Clairol hair products. 


KNICKERBOCKER PLASTIC 


co., INC. 
(Hixson & Jorgenson, Inc., Los 
Angeles) 


This toy company, which has had schedules of 
minutes running in kid programs in top 
markets, has hypoed some of its frequencies 
as Christmas nears. Harriet Weigand is the 
timebuyer. 


LAMOUR HAIR PRODUCTS, 
INC, 

(TV Merchandising Agency, N. Y.) 
New buying and renewals of existing 
schedules are reported for this maker’s 
COLOR COMB, which has been adding 
markets continually since early last summer. 
Both top and lesser markets get 13-week runs 
of day and night minutes. Howard Mann 

is the agency contact. 


LANOLIN PLUS, INC. 

(Erwin Wasey, Ruthrauff & Ryan, Inc., 
Chicago) 

This company is beginning to lay plans for a 
saturation campaign next February in all 
major markets, with LANOLIN PLUS 
LIQUID to be featured. Filmed minutes 
should be the medium in both day and night 
periods. Chief timebuyer Holly Shivley 

is the contact. 


LEVER BROS. CO. 


(Foote, Cone & Belding, Inc., N. Y.) 
New activity is reported for IMPERIAL 


margarine in selected markets. The product's 
buying pattern is sporadic, with new 
schedules placed in some areas as existing 
ones run out in others. Placements are 
usually for about eight weeks and consist of 
daytime minutes. Penny Simmons is the 
timebuyer. 


LEVER BROS. CO. 

(Kenyon & Eckhardt, Inc., N.Y.) 
Some new buying activity in a few selected 
markets is reported for PRAISE beauty bar 
soap. Day and night minutes are set for 
brief runs. Mary Dwyer is the timebuyer. 
LEVER BROS. CO. 

(SSC&B, N.Y.) 

Amplifying the LIFEBUOY item carried 
here last issue, the four-week test schedules 
noted are in Cleveland, Cincinnati and other 











KDUB-TYV 


LUBBOCK, TEXAS 


KPAR-TV 


ABILENE - SWEETWATER 


KEDY-TYV 


BIG SPRING, TEXAS 




















FLAMINGO TELEFILM SALES INC. New york 22, N.Y. 


LOVER 


POWERFUL 
DRAMA— 


CITIZEN SOLDIER, a new series 
4b of 39 half hours—a dramatized 
sky account of the greatest events and 
stories of World War II and the 
exploits of the CITIZEN SOLDIER— 
the backbone of our Armed Forces. 


509 MADISON AVE 
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Rep Report 
James Alspaugh, manager of the San 
Francisco office of H-R Television, Inc., 
and H-R Representatives, Inc., has been 
transferred to the firms’ New York of- 
fice as radio sales manager. Promoted 





to fill Mr. Alspaugh’s former post in 
San Francisco is Hal Chase, who served 
as a sales executive with KNTV San 
Jose and MCA-TV before joining H-R. 
Also in the west-coast office, James W. 
Cravagan has joined the firm’s sales 
staff, previously having sold time for 
the Katz Agency. 

The position of manager of the At- 
lanta office of Adam Young, Inc., has 





been filled by Charles E. Trainor, most 
recently heading the Atlanta branch of 
Forjoe & Co. 

Joining the New York tv sales staff 
of the Katz Agency are Edward H. 
Forester and Willis W. Ingersoll. Mr. 
Forester was previously with Edward 
Petry & Co., Forjoe & Co., and served 
as a timebuyer with Dancer-Fitzgerald- 
Sample and Wm. Esty. Mr. Ingersoll 
has been with CBS network sales for 
the past eight years. 

A new client-relations department has 
been formed within CBS Tv Spot Sales. 
Lamont L. Thompson heads the opera- 
tion as director, with Sherman Adler 
helming the midwest office. Both men 
have been with CBS as account execu- 
tives, 
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John Blair, president of Blair-Tv, re- 
ceived a birthday cake and a color tele- 
vision set at the staff celebration of the 
10th anniversary of the company, held 
at New York headquarters last month. 
The nine other Blair-Tv offices partici- 
pated through wire and tape recording. 





Ohio markets, as well as Chicago, Saginaw 
and Erie. Various colored bars and wrappers 
are being tested in the campaign. Vera 
Brennan supervised the buying. 


LIGGETT & MYERS 

TOBACCO CO. 
(Dancer-Fitzgerald-Sample, Inc., N.Y.) 
L&M cigarettes has set some 52-week 
schedules in a number of top markets, with 
some buys of night minutes having begun last 
month and some half-hour program buys 
starting early next year. Barry Boardman and 
Phil Tocantins are newly assigned timebuyers. 


MAIDEN FORM BRASSIERE CO. 
(Norman, Craig & Kummel, Inc., N.Y.) 


A handful of markets has received schedules 
of night minutes and ID’s for this 
foundation-garment company, with the 
placements to start around issue date and run 
39 weeks. Additional buys will be made 
early next year. Inez Aimee is the timebuyer. 


NESTLE CO. 
(Dancer-Fitzgerald-Sample, Inc., N.Y.) 


Following the buys reported earlier for 
DECAF, additional activity is coniinuing for 
the brand, with placements also noted for 
NESTEA. Both day and night minutes and 
29's are used in about 40 markets. Tim 
McClintock and assistant Dorothy Medanic 
handle the buying. 


PARRY LABORATORIES 
(Regal Adv., Inc., N. Y.) 


Following up last issue’s note on the new 
campaign for MYOMIST, the company 
currently has renewed schedules going in 
about 10 top markets and is looking to pick 
up availabilities in more as the Christmas 
pressure eases. Early next year the product 
will be in national distribution and new 
markets added to the video list. Frequencies 
of day and night minu‘es are heavy. with 

Los Angeles, for example, getting about 50 
spots per week. A new aerosol container will 
also be introduced shortly. (In addition to 
Regal’s barter buys. it’s understood the 
company is setting cash purchases through an 
unnamed agency.) Charles Weigert, 

vice president, is the contact. 


PETER PAUL, INC. 
(Dancer-Fitzgerald-Sample, Inc., N. Y.) 


The fall schedules set early in September for 
MOUNDS and ALMOND JOYS are 
winding up about issue date in over 100 
markets. The company will be out of the 
medium until mid-January, when it starts 
running its minutes and 20's again. New 
availabilities will be checked, rather than 
renewals placed. Jim Kearns is the timebuyer. 


PHARMACO, INC. 

(DCS&S, N.Y.) 

Activity continues strong on MEDIGUM 
schedules, with the product moving quickly 
into Texas and the midwest areas as they're 
hit by cold weather. Placements are made for 
a single week at first, with minutes and 

20’s set in prime times. Frequencies vary 
from three spots per week on up. Jeff Fine 

is the timebuyer. 


Personals 

: WALTER TEITZ and DICK 
=: McCLENAHAN have been promoted 
to assistant executives at 
Dancer-Fitzgerald-Sample, New York. 
Mr. Teitz, who had been media super- 
visor, will be handling General Mills. 
Taking over his former buying re- 
sponsibilities will be GARY BOYLE 
on Oxydol, BILL SANTONI on Bor- 
den’s and LYNN SALZBERG on Biz. 
Mr. McClenahan, who was timebuyer 
on L&M, will be handling Frigidaire, 
with BARRY BOARDMAN and PHIL 
TOCANTINS taking over the L&M 
buying. 

LES TOWNE, formerly print buyer 
with Emil Mogul, New York, has 
joined Smith/Greenland, where he'll 
be in charge of television, radio and 


account 


Mn 


print buying on all the agency’s ac- 
counts, 
HERB ZELTNER has been ap- 


pointed vice president and assistant 





media director of Lennen & Newell, 
New York. Mr. Zeltner, who’s been 
with the agency since 1956, will also 
be doing tv and print buying. 

C. LOWELL HELMAN has joined 
the Chicago office of J. Walter Thomp- 
son as associate media director. He 
previously was with Earle Ludgin in 


a similar capacity. 














AT SSC&B, Ira Gonsier buys time for 
Block Drug’s Nytol, Py-Co-Pay and 


Green Mint mouthwash, among others. 


PHILLIP MORRIS, INC. 
(Benton & Bowles, Inc., N. Y.) 


It’s reported that the uncovering of some 
year-end money has resulted in action for 
PARLIAMENT cigarettes, with additional 
buying of night minutes and 20’s in scattered 
markets. John Nuccio is the timebuyer. 


PORTLAND CEMENT ASSOC. 
(J. Walter Thompson Co., Chicago) 


A test video campaign for this company’s 
products is reportedly being considered for a 


four-week run in Memphis and Tampa. 

The southern markets were chosen as 
construction continues strong there 
throughout the winter. Starting date for 
the placements should be this week, and 
the word is that if the campaign is successful, 
other markets will be bought. Associate 
media director John L. de Bevec is the 
contact. 


PRINCE MATCHABELLI, INC. 
(Morse International, Inc., N. Y.) 


The last campaign from this agency 
(Compton Adv. and J. Walter Thompson split 
the account next month) has just gotten 
under way in about 30 top markets. Filmed 
minutes and 20's for both the PRINCE 
MATCHABELLI perfume line and 
SEAFORTH men’s products will run in day 
and night slots until just before Chirstmas. 
Raymond McCardle handles the timebuying. 


PROCTER & GAMBLE CO. 
(Dancer-Fitzgerald-Sample, Inc., N.Y. 
Schedules of night minutes have been set in 
selected markets throughout the country for 
DASH detergent. The placements will 

run through the P&G contract year. Jim 
Hunter is the timebuyer. 


~ 


READER’S DIGEST 
(Schwab & Beatty, Inc., N. Y.) 


As it has done in the past around this time, 
the Digest is running one-week schedules of 





Program Profile. . . 
Film; CBS-TV ; 7:30-8 p.m. EST Thu. 
Opposite Jefferson Drum NBC-TV; 
Leave It To Beaver ABC-TV. Original 
series on television since 1947. Current- 
ly shown in 77 markets. Stars Desi 
Arnaz, Lucille Ball; features William 
Frawley, Vivian Vance. 

Sponsors: Pillsbury Mills, Inc., and 
Clairol, Inc. 

Pillsbury Mills estimated 1958 net- 
work cumulative gross time cost for the 
$220,- 
308. Earl Clasen, advertising manager. 
Campbell-Mithun, agency. M. Oakley 
Bidwell, account supervisor; Art Lund, 


show January and February: 


tv-radio director. (Pillsbury also spon- 
sors — on NBC-TV: Concentration, 
Treasure Hunt, The Price is Right, Tic 
Tac Dough, It Could Be You, Queen 
For a Day; on CBS-TV: As the World 
Turns, Linkletter’s House Party, Edge 
of Night.) 

Clairol joined show this season. 
Bruce Gelb, advertising manager. Foote, 
Cone & Belding, agency. Frank Mayers, 
account executive; Mrs. Penny Sim- 
mons, timebuyer. (Clairol sponsors no 
other network show.) 

Production: Desi Arnaz, executive 


1 LOVE LUCY 








Ball and William Holden in 


sketch from series 


Lucille 


producer; Desilu Productions, Holly- 
wood origination; James V. Kern, di- 
rector; Wilbur Hatch, musical director; 
Bob Carroll Jr., Madelyn Martin, Bob 
Schiller, Bob Weiskopf, writers. 
Ratings: Latest Nielsen (ending Oct. 
18) average audience: 15.4. 
Format: Situation comedy. 






nighttime ID’s in quite a few markets to 
promote subscriptions and its book club. 
George F. Perkins handles the timebuying. 


HELENA RUBENSTEIN, INC. 
(Ogilvy, Benson & Mather, Inc., N. Y.) 


The schedules for this company’s cosmetics 
have been extended for four weeks, carrying 
them through the Christmas season. Filmed 





PROOF! 


MIDLAND - ODESSA 
Market in “‘Oil-Rich’’ West Texas 
is a Blue chip market. 


CSI PER HSLD RANK 


IN U.S.A. 
MIDLAND — 6th 
ODESSA—10th 


IN TEXAS 
MIDLAND — ist 
ODESSA — 2nd 














p-tv. | 








South—Clarke Brown Company 





NO GAMBLE 


IN LAS VEGAS 
KSHO-TV Offers 


A Money-Back 
Guarantee! 


Léi 


Increase To All 


FOOD ADVERTISERS 


Station Reserves the right to refuse any 
product 
Contact: 
FOR JOE & CO. 


New York—Chicago 
San Francisco—Los Angeles 


KSHO-TV 


on the grounds hanngs 


EL RANCHO VEGAS 
LAS VEGAS, NEVADA 
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day and night minutes run in the firm’s 27 
top cities. Bert Hopt is the timebuyer. 


SANDURA CO. 
(Hicks & Greist, Inc., N. Y.) 


Further sporadic buying is on for SANDRAN 
in some of its top markets. Day and night 
minutes run for 13 weeks. Vince Daraio 

is the timebuyer. 


SCRUBBEE PRODUCTS CORP. 
(Sheldon Fredericks Adv. Assoc., N.Y.) 


A 13-week saturation campaign will kick off 
late next month in California for this 
company’s pot cleaner, SCRUBBEE. 

San Francisco and Los Angeles will get 
schedules of daytime minutes, 20’s and ID's. 





LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 


Telephone Message Service 
222 E. 56th St., New York City 
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Industry Cited 


At a recent awards presentation 
of the Advertising Council, during 
which a number of coordinators, 
public-relations firms and adver- 
tising agencies were cited for their 
contributions to the national wel- 
fare, a continuing rise was noted 
in the amount of television time 
donated by network advertisers. 

Circulation contributed by net- 
work sponsors in 1957 was up 50 
per cent over the previous year’s 
total, from 10 billion tv-home im- 
pressions to over 15 billion. For 
the first six months of this year, 
9.5 billion impressions were regis- 
tered through figures provided free 
by the A. C. Nielsen Co. In addi- 
tion, increased contributions were 
noted on the part of the video 
networks, local stations and the 
Screen Actors Guild. 

Among 17 agencies receiving 
citations for their contributions, 
J. Walter Thompson Co. won three 
for a trio of public-service cam- 
paigns, while four companies each 
took two awards for services on 
major projects: Campbell-Ewald 
Co., Foote, Cone & Belding, Mc- 
Cann-Erickson, Inc., and Young 
& Rubicam, Inc. 





It’s the first westward move for the firm, 
which has used video in the past in 

New York, Chicago, St. Louis and a few other 
markets. Media director Fred Schwartz and 
timebuyer Allen Murphy handle the buying. 


STANDARD BRANDS, INC. 
(Ted Bates & Co., Inc., N. Y.) 


The end of this month should see some 
placements of day and night minutes begin 
running in selected markets for 
FLEISCHMANN’S SUPREME margarine, 
a new brand which currently has distribution 
only in Maine and upstate New York. The 
schedules are in the nature of a test. 

Conant Sawyer is the timebuyer. 


WELCH GRAPE JUICE CO. 
(Richard K. Manoff, Inc., N. Y.) 


Starting about issue date, the top 25 markets 
will begin running 52-week schedules of 

day and night minutes and 20’s for 
WELCHADE and the firm’s line of juices 
and jellies. Buying will begin in January for 
39-week placements in the next 75 markets. 
Media director Bob Kibrick and timebuyer 
Stan Newman handle the schedules. 


WILDROOT CO. 
(BBDO, N.Y.) 


A major return to spot is expected for this 
company’s hair tonics about mid-January. 


Minute spots will be set in reportedly many 
more than the 30-or-so markets used this year, 
and some lesser ones should be included in 
the final list. Gertrude Scanlan is the 
timebuyer. 


WUPPERMAN ANGOSTURA 
CORP. 


(Foote, Cone & Belding, Inc., N. Y.) 


Renewals were issued on the three-week 
schedules set for this food-flavoring and 
mixed-drink-ingredient product in a few 
selected markets. Daytime minutes and 20’s 
around women’s programs were picked up. 
Nate Rind is the timebuyer. 





Agency Changes 


The $1-million account of Curtiss 
Candy Co., formerly handled by 
Wentzel, Wainwright, Poister & Poore, 
Chicago, has settled at Clinton E. Frank, 
Inc., after a three-month search for a 
new agency. 

Wexton Co.—handling such accounts 
as Transogram toys, Trans Continent 
Tv Corp. and a number of hi-fi and 
photographic concerns—caused no little 
surprise when it landed the “about $1- 
million” business of the New York 
Dodge Dealers Association. The account 
moved from Grant Advertising, an 
agency whose billing is roughly 20 times 
that of Wexton. 

Chosen from half-a-dozen agencies 
competing for the account, Ogilvy, Ben- 
son & Mather, Inc., was selected by Gen- 
eral Foods to handle its 
packed Maxwell House coffee. The 
brand has been at Benton & Bowles 
since 1932. B&B continues to handle 
Instant Maxwell House. 


vacuum- 


Breakstone Foods, a division of the 
National Dairy Products Corp., moves 
its $500,000 account Jan. 1 from Paris 
& Peart, Inc., to the newly merged 


Mogul, Lewin, Williams & Saylor 
agency. 
It was announced that Breast-O- 


Chicken Tuna, with Guild, Bascom & 
Bonfigli since late 1957, will leave the 
agency soon. A leading contender for 
the million-dollar account is said to be 
Robinson, Jensen, Fenwick & Haines of 
Los Angeles, presently handling the 
company’s Purr cat food. 

MacManus, John & Adams, Inc., has 
acquired the imported brew (Heine- 
ken’s Holland beer, Whitbread’s Eng- 
lish ale, etc.) business of Van Munch- 
ing & Co., distributors in this country. 
Peck Advertising previously handled the 
account. 








N CWS (Continued from page 35) 


appearing on the list since last March, 
and Camels, showing up for the first 
time in over a year in 17th position. Also 
returning after an absence of several 
months were Tip Top bread in the 21st 
slot and Chevrolet in ninth place. 

Newcomers to the survey were Pon- 
tiac in 14th position and Hallmark cards 
and Paper Mate pens, tied for 18th. Out 
of 25 commercials listed last month by 
ARB, only 14 reappeared on the Octo- 
ber survey. Among those missing this 
time: Newport cigarettes and Ballan- 
tine beer, both on the list for the past 
six months; Raid and Zest, 
sented for the past five months; Ivory 
soap, a favorite for four consecutive 
months, and Black Flag and Bab-O. 

Advancing from last month’s stand- 
ing were Burgermeister, from 16th place 
to seventh; Ford, coming up from the 
12th spot to ninth, and Post cereals, 
jumping from 16th to ninth. Declining 
in popularity were Plymouth, tumbling 
from third to 14th; Winston cigarettes, 
falling to 14th-place tie from ninth, and 
Seven-Up, slipping back two notches to 
13th. 

Results were tabulated from diaries 
placed by ARB for the week of Oct. 
11-17, with each diarykeeper asked to 
note his favorite commercial for that 
survey week. As always, these listings 
do not attempt to measure audience 
size or effectiveness, but only indicate 
a preference for the commercial. 


repre- 


Best-Liked Ty Commercials 
Based on ARB’s National Diary Sample, 
Oct. 11-17, 1958 
Rank Commercial and Agency 
1. Piel’s—Young & Rubicam 
2. Hamm’s—Campbell-Mithun 
Alka Seltzer—Geoffrey Wade 
Maypo—Bryan Houston 
Dodge—Grant 
. Falstaff—Dancer-Fitzgerald-Sample 
. Burgermeister—BBD 
. Gillette—Maxon 
. Chevrolet—Campbell-Ewald 
. Ford—J. Walter Thompson 
. Post Cereals—Benton & Bowles 
12. Chesterfield—McCann-Erickson 
13. Seven-Up—J. Walter Thompson 
14. Plymouth—Grant 
14. Pontiace—MacManus, John & Adams 
14. Winston—Wm. Esty 
7. Camels—Wm. Esty 
18. Hallmark—Foote, Cone & Belding 
18. Paper Mate—Foote, Cone & Belding 
20. Lestoil—Jackson Associates 
21. Tip Top Bread—J. Walter Thompson 
21. Wrigley’s—Meyerhoff 
23. Playtex—Reach, McClinton 


New Spot High 
Spot television expenditures in the 


third quarter of 1958 jumped 21.6 per 


CLSOCNANADMNS wr 


cent over the comparable period last 
year to set a new high in third-quarter 
spot spending, according to the latest 
Television Bureau of Advertising— 
N. C. Rorabaugh report. 

Estimated expenditure amounted to 
$113,184,000 and is based on reports 
from 317 stations. An estimated $93,- 
094,000 was invested in the medium in 
the third quarter of 1957. An analysis 
comparing 277 stations reporting dur- 
ing the two third quarters shows an in- 
crease of 19.5 per cent for those stations. 

Daytime increased its share of the 
spot dollar during the third quarter of 
this year. During the same period in 
1957 it accounted for 28.3 per cent of 
the money spent, and this year it ac- 
counted for 33.6 per cent of the total. 
Nighttime share of the spot dollar in 


from 61.5 per cent to 54.5 per cent 
and late night picked up—from 10.2 per 
cent to 11.9 per cent. 

TvB.has also compiled (for the first 
time) combined network and spot tele- 
vision expenditures by product classifi- 
cation for the first six months of this 
year. The report, tablulated by N. C. 
Rorabaugh (spot) and LNA-BAR (net- 
work) shows that food and grocery 
products led all other classifications in 
combined television expenditures with 
a total of $118,806,000. 

The report also offers some dramatic 
comparisons between spot and network 
in terms of product expenditures. Thus 
spot was favored by food and grocery 
advertisers over network ($65,588,000 
as against $53,218,000) , while network 


(Continued on page 76) 


the third quarter dropped slightly— 








Atmospheric Press Preview 


San Francisco Bay Area Rambler dealers, out to beat a 1958-model record 
which saw the American Motors’ car climb from 15th to fourth place in sales 
in northern California, are using an intensive television campaign this sea- 
son, built around 52-week sponsorship of Mackenzie's Raiders on KPIx, 
the Westinghouse Broadcasting Co. tv outlet in the Golden Gate City. 

The station, in cooperation with the sponsor and the U. S. Army, got the 
Ziv syndicated series off to a fast start in the Bay Area press by staging a 
preview screening for the local news- 
paper critics in old Fort Point in the 
Presidio. Fort Point, oldest fort west 
of the Mississippi, was built in 1853 





and had been inactive since 1914, until 
reactivated for the day for the color- 
ful screening. 

The historic military establishment 
was staffed for the occasion by yellow- 
scarved cavalrymen, bearded border 
scounts and hoop-skirted ladies of the 
post-Civil War period, all imperson- 
ated by drama students of the televi- 
sion and radio department of San 
Francisco State College. Special guest 
speaker was James Warner Bellah, 





historian and author of chronicles of 
the west. 

In addition to the year-long Mackenzie's Raiders sponsorship, the Rambler 
dealers in the Bay Area used a heavy tv spot schedule for a week preceding 
the series’ premiere, to promote the introduction of the 59 models. Agency for 
the dealer group is Beaumont & Hohman, San Francisco. 

The dealers reported exceptionally heavy showroom traffic following the 
first two broadcasts in the series, attributing it to the show itself and to 
audience interest stimulated by the favorable press kick-off. Says John Harvey, 
president of the group: “We were more than satisfied with KPrIx’s promotion 
of Mackenzie’s Raiders. Results have been overwhelming. We have received 
good response.” 
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Davis 


(Continued from page 49) 


The second solution is the selection of 
an announcer who, in ways that may 
be either subtle or self-evident, is in 
tune with the product or with the in- 
stitution. 

Actually, much more than product or 
institutional tie-up personality charac- 
teristics is involved. There must also be 
a great ability to project those charac- 
teristics across the television screen with 
sales-making impact. And, in this con- 
nection, we suspect that the oh-so-beau- 
tifully-finished performance of some 
television announcers fails dismally to 
achieve sales impact. Indeed, in too 
many instances, the end result is a dull 


dud. 


Hallmark of Salesman 


When one watches great salesmen in 
action, one is invariably impressed with 
the wonderful ability of these stars to 
make it appear as though they weren’t 
salesmen—and weren’t really selling. 
That is the hallmark of the top-flight 
salesman. 

But too many tv announcers are so 
utterly obvious to even the most myopic, 
not to mention the most moronic. It ‘5 
completely obvious that they were se- 
lected because—primarily—they repre- 
sent the “ideal television-announcer 
type.” It is completely obvious that they 
are appearing on the screen in the role 
of salesmen. 

Star salesmen are not letter perfect 
in their sales talks, and seldom sartori- 
ally perfect in their dress. Star salesmen 
don’t grin vacuously. Star salesmen 
don’t rattle along without even a pause 
for breath. There is an ease, an infor- 
mality, an honesty, a sincerity, an un- 
mistakable eagerness to be helpful— 
there is all this and more about the star 
salesmen. 

But in the so-called ideal-type televi- 
sion announcer precisely the opposite 
effect is too often (not always) achieved. 
He’s stiff and stilted, formal as a court 
function. As a matter of fact, some an- 
nouncers who have somehow managed 
to conquer their inherited masculine 
charms are compelled nonetheless to 
conform to the pattern. 

Are we rooting for an announcer 
sporting disheveled hair? Or one who 
stutters? No, but we propose that more 
and more and still more television an- 
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Hal Davis is vice president of radio- 
television for Grey Advertising 
Agency, Inc., as well as assistant 
to the president and a member of 
the agency's marketing, business de- 
velopment and program boards. He 
joined Grey in January 1957 after 11 
years of serving Kenyon & Eckhardt 
as a vice president and plans-board 
A native New Yorker, Mr. 


Davis was head of publicity and pro- 


member. 


motion for Columbia Records in 1940. 
A year later he opened his own office 
with Leslie Lieber, handling such di- 
verse publicity accounts as a shoe 
chain, a wholesaler of Florida oranges, 
Decca Records and Benny Goodman. 


nouncers should be selected less for the 
attributes of an Apollo or Hollywood’s 
concept of a Don Juan, and more be- 
cause there is something in their ap- 
pearance, in their nature, in their speech, 
that some way, somehow, makes them 
sympatico with the product. 

Then we propose that these an- 
nouncers should be “detrained”—just 
as were those wonderful dogs released 
to civilian life after the end of the war. 
They should be “detrained” to forget 
that they are television announcers, to 
forget their magnificent enunciation, 
and all the other magnificent folderol. 

After that, we propose that these tele- 
vision announcers be trained to func- 
tion as real salesmen, indeed, instead 
of looking for announcer talent in 
speech schools from among winners of 
America’s Handsomest Males or Best- 
Dressed Men contests. Instead of all 
that, come to think of it, why not hire 
a topflight salesman and train him to 
be an announcer? We should imagine 
that that would be easier than the other 
























































way around. 

And then let’s 
give these salesmen-announcers selling 
scripts, rather than prissy piffle. There’s 


then — yes, and 


as much relationship between selling 
and boodles of commercial scripts as 
there is between selling and our god- 
like announcers. 





On Program Strength 

With the opening weeks of the 
new tv season having witnessed the 
demise of Twenty-One, $64,000 
Question and $64,000 Challenge, 
the rumored disappearance of 
Brains and Brawn and rating dis- 
satisfaction springing up around 
The Garry Moore Show, the God- 
frey and Gleason programs and 


others, a seemingly “safe” predic- 
tion has been made by Tom Mc- 
Dermott, vice president in charge 
of tv programming at Benton & 
Bowles. 

“Approximately half of the cur- 
rent nighttime network shows,” he 
said, “will die and not be broad- 
cast next year.” 

Pointing out that more than 50 
per cent of the programs on the air 
this fall are either replacements for 
shows that failed to survive last 
season or are old programs moved 
to new time periods in an attempt 
to make them successful, Mr. Mc- 
Dermott blamed the high mortality 
rate on the inability of ad agencies 
to choose programs with strength 
and then keep them strong. 

“Most agencies at least try to 
select a strong show, but pay little 
attention toward bolstering and 
maintaining public acceptance of 
the program,” he observes. 

B&B has an exceptional record 
of developing shows with staying 
power, Mr. McDermott believes, 
because “we make advertising men 
out of showmen, maintaining the 
largest staff of experienced pro- 
ducer-directors of any agency in 
Notable 
agency-supervised shows are Lo- 


the world.” long-run 
retta Young Presents, December 
Bride and Zane Grey Theatre, all 
of which, Mr. McDermott notes, 
“delivered messages at a cost sub- 
stantially lower than the average 
nighttime half-hour.” 














Ruben 


portant thing is to recognize it before 
anyone else does. This kind of thinking 
paid off last spring when the Ruben 
agency noted the success of the Ameri- 
can Bandstand type of program, and 
became the first to esablish a similar 
show in the market. Local sponsor 
Marhoefer meats is reported particular- 
ly pleased with the program, still on the 
air while several others of the same 
type have faded after short runs. A 
strong promotional effort—personal ap- 
pearances of the disc jockeys and live 
talent on the show, cooperation with 
church and youth groups, etc.—has 
helped the dance party grow continual- 


(Continued from page 50) 


ly stronger. 
Believes in Local 


A firm belief in the power of local 
programming underlies nearly all of the 
agency s ventures into tv. “We think the 
theory of purchase via ratings is vast- 
ly over-rated,” says Mr. Ruben. “A 
sampling of a few hundred people out 
of a several-hundred-thousand poten- 
tial is hardly a true picture of the pub- 
lic’s buying habits.” 

Following this philosophy, the agen- 
cy places great stress on the use of in- 
dependent stations. While Mr. Ruben 
recognizes the power of network af- 
filiations (and spends money on the 
affiliated stations in the area), he 
prefers the flexibility offered by a com- 
pletely local channel. Continued use of 
wttv Indianapolis has enabled the 
agency to present many programs of 
considerable local interest which other 
channels could not schedule because of 
network commitments. 

In recent months, the success of his 
Dateline Youth idea has led Mr. Ruben 
to form G. A. Ruben Productions, a 
packaging concern for small-budget 
advertisers who want a different type of 
tv program. Particular attention is be- 
ing paid to the kid-show field. 

In addition to the plans to license the 
children’s news program, Mr. Ruben 
has an aviation-slanted show in the 
works. Jet Ace is to be a combination of 
live local participation and filmed ac- 
tion-drama. The U. S. Department of 
Defense has pledged its cooperation in 
helping the company secure Govern- 
ment aircraft films, and the agency has 
worked out details such as supplying a 
model cockpit from which the local an- 
nouncer works and the formation of 


Jet Ace Clubs for merchandising tie-ins. 

Busy the last few months with the tv 
campaign of the Indiana Democratic 
Committee, the Ruben agency has also 
been shooting kinescopes on its pack- 
aged shows and placing all-media ad- 
vertising for several automotive and 
auto-parts accounts, a dozen hotels and 
motels, a nationwide moving company 


With his brother 
Elmar, who joined the agency four 
years ago and now serves as executive 
vice president, Mr. Ruben recently ac- 
quired the national sales rights to a new 
soft drink, Jump-Up. Of course, the 
Ruben agency will handle the forth- 
coming campaign, and video 

ly—will be a primary medium. 


and other clients. 


natural- 





JWT (Continued from page 45) 


their field. They can, at the same time, 
call on the senior of the department 
for advice. In the New York media 
department, for instance, there are at 
least weekly meetings with Mr. Porter, 
Dick Jones, the department manager, 
and their associates. 

These three departments in turn 
work together through account groups. 
The head of the account group is the 
account representative (the equivalent 
of account executive in most agencies). 
And working with the account rep is 
a copy group head. Besides the ac- 
count rep and the copy group head, 
the group also includes an associate 
media director, art director, research 
group head and tv group head. 

There are similar set-ups in Chicago, 
San Francisco and Los Angeles for 


media and research. In Chicago, the 
media head is vice president John de 
and the 
Henry Whiteside, also a vice president. 


Bevec, head of research is 
Mr. Strouse and the others on the 


management team consider and use 


the media, research and broadcast 
chiefs as advisors at a high level. The 
president is also chairman of the re- 
view board on the Ford account and 
a member of several other account 
review boards as well. 

Besides being media director for all 


New York Mr. 


also supervises the Chesebrough-Pond’s 


office media, Porter 
account, sits on several review boards 
in support of his department's plan- 
ning and is active in many presenta- 
tions to clients. 

Dr. Longman’s department has at 
present nine group heads, all of whom 


(Continued on page 74) 





Sunday Omnibus (NBC) 
Meet The Press (NBC) 
Ed Sullivan (CBS) 
Monday Father Knows Best (CBS) 
Tuesday Naked City (ABC) 


Wagon Train (NBC) 
Ozzie and Harriet (ABC) 


Wednesday 


Milton Berle- 


Bat Masterson (NBC) 


Jack Paar Show (NBC) 
(a) alternate sponsorship. 


Various Nights 





Evening Programs Sponsored by 


JWT Clients 


Kraft Music Hall (NBC) 


Thursday Zorro (ABC) (a) Seven-Up 8:00- 8:30 
The Real McCoys (ABC) Sylvania 8:30- 9:00 
The Ford Show (NBC ) Ford Division 9:30-10:00 
Friday The Jackie Gleason Show (CBS) (a) Lever Brothers 8:30- 9:00 
The Lux Playhouse (CBS) (a) Lever Brothers 9:30-10:00 
Schlitz Playhouse (CBS) (a) Jos. Schlitz 9:30-10:00 
Saturday Have Gun, Will Travel (CBS) (a) Lever Brothers 9:30-10:00 


Aluminium, Ltd. 5:00- 6:00 

Pan American 6:00- 6:30 
(a) Eastman Kodak 8:00- 9:00 
(a) Lever Brothers 8:30- 9:00 
(a) Scott Paper 8:30- 9:00 
(a) Quaker Oats 9:30-10:00 
(a) Ford Division 7:30- 8:30 
(a) Eastman Kodak 8:30- 9:00 
(a) Quaker Oats 8:30- 9:00 

Kraft Foods 9:00- 9:30 


Kraft & Sealtest Div. 9:30-10:00 


Pharma-Craft 11:30- 1:00 
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JWT (Continued from page 73) 


have had field sales and research ex- 
perience in marketing. The department 
head is also constantly at work on 
development of new research tech- 
niques. JWT was one of the first and 
foremost in the field of agency re- 
search. Long before the post-war ex- 
citement about probes, the agency is 
estimated to have conducted more than 
150,000 field interviews. 

In the radio-tvy department, Mr. 
Seymour is assisted by Bart McHugh, 
associate director and a vice president. 
The department’s administrative vice 
president is John Devine, who, inci- 
dentally, joined the agency more than 
12 years ago as a lawyer. 

As in the media and research depart- 
ments, the radio-tv group heads are 
the men responsible for liaison be- 
tween the department and the various 
accounts. They become an_ integral 
part of the account team, says Mr. 
Devine, and because of their closeness 
can communicate the particular prob- 
lems of an account to the radio-tv 
department heads. 

There are three group heads in New 
York—Robert E. Buchanan, 
Haynes and Woodrow Benoit. 

The rest of the country also has 
with the New York 
headquarters. The Chicago 
office, says Mr. Devine, is in on con- 


Storrs 


close relations 
radio-tv 
sultation and review of all major 
broadcasting plans. And major offices 
elsewhere in the country are in at least 
weekly contact with New York. 

The radio-tv manager in Chicago is 
John E. Mosman. As such, he heads 
a department in an office that in itself 
is one of the biggest agencies in the 
country. The Chicago office has more 
than 500 employes and is headquarters 
for such accounts as Borg-Warner, 
Kraft Foods, Libby-McNeill-Libby and 
Quaker Oats. 

Also important in the broadcast 
the Detroit office which, 
along with New York, services the 
Ford account. Mr. Buchanan is the 
Ford group head in New York. Detroit 
radio-tv manager is Eldon Hazard. 


scheme is 


San Francisco also has a radio-tv 
group head, Forester Mashbir, to serv- 
ice important broadcast accounts on 
the coast. 


The Hollywood office, actually an 
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Daytime Programs of JWT Clients 
Arthur Godfrey Time (CBS) (a) Libby, McNeill, Libby 11:G0-11:15 Wed. 
11:15-11:30 Tues. 
As the World Turns (CBS) (a) Libby, McNeill, Libby 1:45- 2:00 Wed. 
Concentration (NBC) (a) Chesebrough-Ponds 11:30-11:45 Fri. 
Do Re Mi (NBC) (a) Mentholatum 10:15-10:30 Thurs. 
The Edge of Night (CBS) (a) Atlantis Sales 4:45- 5:00 Wed. 
Haggis Baggis (NBC) (a) Brillo 2:45- 3:00 Wed. 
(a) Lever Brothers 2:30- 2:45 Fri. 
(a) Mentholatum 2:45- 3:00 Mon. 
House Party (CBS) (a) Atlantis Sales 2:45- 3:00 Wed. 
Lever Brothers 2:30- 2:45 Wed. & Fri. 
Standard Brands 2:30- 2:45 Mon. 
It Could Be You (NBC) (a) Chesebrough-Ponds 12:30-12:45 Wed. & Fri. 
(a) Brillo 12:30-12:45 Mon. 
(a) Mentholatum 12:45- 1:00 Wed. 
Jimmy Dean (CBS) (a) Libby, McNeill, Libby 2:00-2:15 Tues. 
(a) Eastman Kodak 2:00- 2:15 Fri. 
Love of Life (CBS) (a) Atlantis Sales 12:00-12:15 Fri. 
(a) Libby, McNeill, Libby 12:00-12:15 Tues. 
Quaker Oats 12:00-12:15 Tues. & Wed. 
Scott Paper 12:00-12:15 Thurs. 
Play Your Hunch (CBS) (a) Scott Paper 10:30-10:45 Thurs. 
The Price Is Right (NBC) (a) Chesebrough-Ponds - 11:00-11:15 Mon. 
(a) Mentholatum 11:15-11:30 Thurs. 
Queen For A Day (NBC) (a) Chesebrough-Ponds 4:00- 4:15 Mon. 
Secret Storm (CBS) Scott Paper 4:15- 4:30 Thurs. 
(a) Quaker Oats 4:15- 4:30 Tues. 
Tic Tac Dough (NBC) (a) Chesebrough-Ponds 12:00-12:15 Mon. 
(a) Brillo 10:30-10:45 Wed. 
(a) Chesebrough-Ponds 10:30-11:00 Mon. & Fri. 
(a) Lever Brothers 10:30-10:45 Tues. 
(a) Mentholatum 10:45-11:00 Mon. 
The Verdict Is Yours (CBS) (a) Atlantis Sales 3:45- 4:00 Fri. 
(a) Libby, McNeill, Libby 3:45- 4:00 Thurs. 
Scott Paper 3:30- 3:45 Thurs. 
(a) Quaker Oats 3:30- 4:00 Wed. 
American Bandstand (ABC) Chesebrough-Ponds 4:30- 5:00 T-W-T 
Chance for Romance (NBC) Chesebrough-Ponds 2:00- 2:30 Mon. & Tues. 
Mothers’ Day (ABC) Chesebrough-Ponds 12:30- 1:00 Tues. 
Beat the Clock (ABC) Chesebrough-Ponds 3:00- 3:30 Tues. & Thurs. 
Day In Court (ABC) Chesebrough-Ponds 11:00-11:30 Tues. 
Peter Lind Hayes (ABC) Chesebrough-Ponds 11:30-12:30 T-W-T 
(a) alternate sponsorship. 








extension of the New York radio-tv 
department, is exclusively concerned 
with broadcast production. Area ac- 
counts are handled through a separate 
JWT office in Los Angeles. Vice presi- 
dent of Hollywood operations is Corn- 
well Jackson, with William Wilgus 
as manager. 

Based in Hollywood, but director of 
programming for the company, is 
Charles Vanda, a vice president who 
joined JWT on last July 15 after long 
service with CBS and as manager of 
wcauU Philadelphia. 

Most commercial production, how- 
New York at the 
present, and, for the time being, the 
agency is not involved in any agency- 
produced show. 


ever, is done in 


“Thompson has probably done more 


show production than anybody,” says 
Mr. Devine. “But for the moment we 
are not producing any of the tradi- 
tional agency-built shows. What we 
seek is the greatest flexibility. If we 
feel that the client in a given situation 
can achieve a better broadcast position 
by agency production, that’s what we'll 
do. If working with others in the con- 
ception and development of shows is 
better, we'll do that. What’s important, 
no matter how a show is conceived 
and developed and produced, is that 
we are responsible to a client for per- 
formance.” 

In this fastest-growing department 
in one of the oldest and _ biggest 
agencies, clients would seem to be 
very well satisfied with current per- 
formance. 











Daytime (Continued from page 41) 


be traded with one other sponsor. Un- 
der the ABC plan, a single 15-minute 
show can carry the messages of three 
different advertisers; an advertiser is 
also enabled to place his commercials 
in three different programs, which 
virtually gives—if the programs are 
high-rated—some of the advantages of 
a spot tv buy. It is believed at CBS and 
NBC, however, that the triple-switch 
policy tends to lose the “identification” 
values of network-program sponsorship. 

Over-all, daytime program time costs 
are extremely low—not only when com- 
pared to nighttime costs, but to the 
charges for other large-audience media 
as well. TvB notes the average night- 
time program costs $35,000 for a half- 
hour, while a daytime half-hour aver- 
ages $5,000 and a quarter-hour serial 





Wall St. (Continued from page 61) 


parable in most respects, except that 
the common stockholders must get pref- 
erence in dividends. On and after Jan. 
1, 1960, however, the Class B stock is 
convertible into common on a share- 
for-share basis. However, no more than 
20 per cent of the shares may be con- 
verted in the 1960-to-1963 period. The 
company has scheduled an initial divi- 
dend payment of 15 cents a share on 
the common stock for April 1959. No 
payment on the Class B stock is sched- 
uled. 

The company’s income statements for 
fiscal years ending in April show that 
from a 1956 income of $9.3 million and 
a profit of $674,728 the company’s gross 
volume had climbed to $15 million in 
1958 with a profit of only $92,336. The 
substantial increase in interest charges 
on borrowed money, general adminis- 
trative costs and production costs is re- 
sponsible for the decline in profits 
despite the climb in gross. In the first 
24 weeks of the current fiscal year the 
profits showed a decided improvement, 
with earnings of $75,234 reported on 
a gross of $8.1 million. 

On the basis of operations (not in- 
cluding profits from the sale of proper- 
ties) the company’s per-share profits 
(based on 900,000 shares) were 75 cents 
in 1956, 16% cents in 1957, 10 cents 
in 1958 and better than eight cents per 
share for less than half of the current 
fiscal year. 





NC&K Add 


Added to the account-executive 
roster at Norman, Craig & Kum- 
mel, New York, are Thomas F. 
Swan, Martin Rokeach, Henry L. 
Hayden and Donald H. Stone. The 
appointments were made necessary 
according to agency president Nor- 
man B. Norman, “by recent new 
business acquisitions and increased 
billings of several present clients.” 

Mr. Swan was last with Wm. 
Esty as account man on Winston, 
Colgate and the Underwood Corp. 
He previously served with BBDO. 
Mr. Rokeach also was with BBDO 
before joining W. S. Grant Co., 
radio-tv representatives, as sales 
manager. 

Mr. Hayden comes to NCK from 
Buchanan & Co., where he was as- 
sistant to the executive vice presi- 
dent. Previously he was brand 
manager for Old Gold and Em- 
bassy cigarettes at P. Lorillard & 
Co. Mr. Stone has been a top copy- 
writer at Ted Bates and Kenyon & 
Eckhardt, working on such ac- 
counts as Viceroy, Anacin, Ford 
and Shulton, among others. 





costs $2,800. A one-time quarter-hour 
on 125 NBC-TV stations costs consider- 
ably less than a page ad in Life, This 
Week or Ladies Home Journal. 

Of no small importance also is the 
fact an advertiser is allowed more time 
for commercial messages in a daytime 
than a_ nighttime program—three 
minutes as opposed to 2.5 minutes in a 
quarter-hour, 4.15 minutes as opposed 
to three minutes in a half-hour. 

As noted earlier, a worry that arose 
when ABC announced its entry into day- 
time was that the total audience would 
be split into three, rather than two, 
parts. Consequently, it was believed ad- 
vertisers would get smaller audiences 
for their money. A. C. Nielsen studies 
on tv multi-network share-of-audience 
show this idea to be considerably un- 
realistic. 

Actually, the data indicate, there has 
not existed a two-network audience in 
recent years. While various NBC and 
CBS programs may dominate the view- 
ers at certain times of day, local pro- 
gramming of ABC affiliates and inde- 








pendent stations has always had a good- 
sized share of audience, sometimes 
greater than that of the network pro- 
grams. (The most prominent example 
appears in the 4:45-5 p.m. period in the 
January-February 1958 table, when 
NBC had a 23-per-cent share, CBS a 19- 
per-cent share and ABC affiliates a 33- 
per-cent share, while non-network pro- 
grams and independent stations held 
the remaining 25-per-cent share. ) 

The industry has been made aware 
of the fact that the initial rating figures 
on the new ABC programming were not 
remarkably encouraging to the young 
operation. It certainly remembers, how- 
ever, the network’s amazing success 
stories with Mickey Mouse Club, 
American Bandstand, Maverick, Chey- 
enne, Lawerence Welk and others. It 
knows, too, that the ratings were taken 
shortly after the new season had offi- 
cially begun, possibly before viewing 
habits were firmly established. 


Takes Time 

“When I was with NBC,” says Jerry 
Chester, who is helming the daytime 
picture at ABC, “I recall The Price Is 
Right took nearly four months to build 
to a 30-per-cent share of audience. /t 
Could Be You took 11 weeks. The en- 
tire NBC schedule took more than a year 
to reach the 30-per-cent figure.” 

It has also been noted that the ABC 
policy of telecasting all its programs 
on “clock time”—i.e., at the same time 
in each time zone through the use of 
delayed taped broadcasts—while the 
other networks have complex re-broad- 
cast patterns, can affect ratings by plac- 
ing some programs against weaker com- 
petition in various zones. 

In addition to the new money brought 
into daytime network by the ABC move 
and heightened selling activity on the 
parts of the other networks, it’s believed 
the medium in general will benefit. 
Many of the ABC affiliates which had 
full schedules of local sponsored pro- 
gramming have moved these shows into 
option or free time and have been able 
to begin operations earlier in the day. 

Finally, Mr. Chester notes that ABC 
is confident it can successfully compete 
with the daytime schedules of the other 
networks and that plans are already 
being made to add another half-hour of 
programming in January. From all 
present indications, competition is prov- 
ing to be a valuable commodity. 
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News (Continuea jrom page 71) 


was favored over spot by automotive 
sponsors ($28,852,000 as against $4,- 
004,000). Second biggest expenditure 
during the first six months of this year 
was made by cosmetics and toiletries 
with $64,574,000, of which $40,465,000 
went to network and $24,109,000 went 
to spot. 

Drug products invested a total of 
$46,215,000, with network getting 
slightly more than spot ($25,814,000 as 
against $20,401,000) during that pe- 
riod. Tobacco products and supplies, 
which accounted for $46,191,000 also 
favored network over spot ($29,201,000 
compared to $16,990,000). But gaso- 
line and lubricants, with a total of $13,- 
604,000 invested in television from Jan- 
uary to June, directed almost all of that 
money to spot ($12,103,000 as against 
$1,501,000). 

The grand total invested in both tele- 
vision media in that period amounted 
to $532,486,000, of which $283,071,000 
went to network, and $249,415,000 went 


to spot. 


AAE Production 


Associated Artists Enterprises, Inc., 
which has restricted its activities to 
merchandising and licensing of Popeye 
for United Artists Associated, may enter 
the production field, it was learned at 
press time. 

At present, the company is thinking 
of developing a new children’s program, 
done mainly in animation, and is also 
considering half-hour films. Under the 
plan, AAE would arrange co-produc- 
tion deals with Australian producers. 
Two factors influence the decision to 
investigate overseas production; locale 
and cheaper costs. 

AAE, a wholly-owned subsidiary of 
UAA, which was set up by United Art- 
ists to acquire Associated Artists Pro- 
ductions, would do all of the financing 
—that is, UA money will not be direct- 
ly involved in the projected series. The 
apparent conflict with UA-TV and its 
five 39-episode series, which will be 
ready early next year, is at least partially 
explained by the different emphasis 
which will be placed on the AAE prop- 
erties. That is, merchandising-licensing 
considerations, heretofore secondary 
and even non-existent factors in pro- 
gram development, will be at least as 
important as pure programming consid- 


erations. 

Should the plan develop, merchandis- 
ing-licensing will have been carried to 
its ultimate: programs will conform to 
merchandising needs, rather than the 
other way around. 


Opportunity Knocks 

A television station, a businessman 
and a sponsor have joined in a unique 
new program designed to stimulate and 
encourage sound new business ideas. 
Titled Opportunity Knocks, the program 
debuted on KAKE-TV Wichita on Nov. 
17 at 9 p.m. with a tangible offer to 
enterprising idea men—$25,000 to be 
exact. 

The show was made possible by Pri- 
vate Enterprise, Inc., which provides 
the money as a capital investment to 
business ideas they think can succeed. 
PEI then becomes a partner of that 
business on a 50-50 basis. The invest- 
ment is literally that, and is in no sense 


last year. 








1,000 watts). 


rent), no maintenance problems or periodic adjustments and complete flex- 
ibility (can be mastered, pre-set or used as a remote). 

At present, the S.C.R. dimmer is competitive in cost with the magnetic 
amplifier type of dimmer and only slighter higher in price than the elec- 
tronic. The autotransformer dimmer type is the one control, according to 
Kliegl, that is currently lower in cost than the S.C.R. on a watt-per-watt 
basis. The company adds, however, that future production will enable the 


S.C.R. to be reduced in price. 


Kliegl also claims that its dimmer is virtually trouble-free, inasmuch as 
the only moving part is the potentiometer control. With the 4,000-watt 
dimmer perfected, the lighting firm is now concentrating its efforts on a 
10,000-watt S.C.R. and expects to be in production with it in the near future. 


New Light-Control Method 


A revolutionary new method of dimming control—controlling levels of 
light brightness—has been invented by Kliegl Bros. Lighting, New York. 
The new method, incorporated into a working dimmer called the S.C.R. 
dimmer, is the first commercial application of the newly developed silicon 
controlled rectifier. The latter is a miniature electrical component whose 
size suggests a tiny transistor, yet whose performance is that of a husky trans- 
former or rectifier. This component was first introduced in December of 


Because of a number of innovations and outstanding features, the S.C.R. 
dimmer is expected to be of extraordinary importance to all phases of the 
lighting industry in general and, according to Kliegl Bros., to television 
studios in particular. Reduction in size and weight is one of these features; 
by using miniature components, the 4,000-watts S.C.R. dimmer weighs about 
five pounds and occupies one-eighth of a cubic foot, thus obviating the need 
for towering switchboards that take up valuable floor and wall space. 

Klieg] points further to such features as complete silence in operation, 
no interference to tv transmission or reception, instantaneous response to 
potentiometer movement, exceptionally high efficiency (only 50-watt loss per 
no power step-up (operating on standard 120-volt A.C. cur- 





a giveaway, since PEI shares in the 
profits, although the “idea man” may, 


at his discretion, buy out his partner. 

The Fourth National Bank in Wichita 
serves as the contact point for appli- 
cants, and also serves as the screening 
agent. Key bank personnel make the 
final choice of the three soundest ideas 
to be presented on the live show each 
week. A panel of three judges (success- 
ful businessmen) then decide on a win- 
ner, who receives whatever he needs up 
to $25,000. 

Applications have been received ever 
since KAKE-TV and its two associate 
television stations—KTVC Ensign, Kan., 
and KAys-TV Hays, Kan.—disclosed the 
nature of the program. William L. 
Graham, president of PEI and creator 
of Opportunity Knocks, says “We hope 
to awaken the spirit of Horatio Alger 
in Kansas, and eventually in all Amer- 
ica and around the world.” Ford Motor 


Co. is sponsor of the show. 















In the picture 


Don Tennant has been appointed vice president in charge of tv film at Leo Burnett Co., 








Inc. He joined the agency in 1950 as tv producer on the Kellogg account, subsequently be- 
coming the first writer of television copy at Burnett and then tv copy supervisor with special 
responsibility for creative exploration and development in television. In December of last year 
he was named a Burnett vice president. Between 1947 and 1949 Mr. Tennant was a radio pro- 
ducer in NBC’s central division, following which he wrote and produced his own television 
shows in Chicago, among them a puppet show on ABC-TV for which he also supplied the voices 
and puppet manipulation. All the copy, as well as the song, used in Marlboro’s tv campaign is 
the work of Mr. Tennant, who also scripted the commercials for the Fred Astaire Chrysler spe- 


cial in October. 





Deane Coords, who serves Kenyon & Eckhardt, Inc., as a copy supervisor, has been elected 
a vice president of the agency. He has been with Kenyon & Eckhardt since May 1943, joining 
the organization after four years at Hewitt, Ogilvy, Benson & Mather (now Ogilvy, Benson & 
Mather), where he operated as creative head of the television and radio department. For two 
years preceding his association with the then HOB&M firm Mr. Coords was with Prentice- 
Hall, Inc., as coordinator of sales correspondence. During World War II he served in the U. S. 
Army Air Corps from 1942 to 1946 as a sergeant in public relations. Before entering the 
service he was a statistical chartist with General Motors in New York. Born in New York, 
where he now lives with his wife, the former Priscilla Todd, Mr. Coords was brought up in 
Brookfield, Conn., and attended New York University. 

















Howard Shank joins Grey Advertising Agency on Dec. 15 as vice president and creative 
director, replacing Arkady Leokum, who is retiring at the end of the year. Born in Tulsa and 
educated at Lake Forest College in Illinois, Mr. Shank filled his first advertising job at Sears, 
Roebuck in Tulsa. In 1948 he joined Foote, Cone & Belding in Chicago as a copywriter on 
the Frigidaire and Imperial whiskey accounts. Three years later he moved to the Chicago office 
of Leo Burnett, going from copywriter to copy supervisor to associate creative director and 
vice president, working on such accounts as Lava and Camay soaps and the Tea Council of 
America. In September 1957 Mr. Shank left Burnett to become vice president and creative 
supervisor at Benton & Bowles, where he served in a supervisory capacity on the Tide, Crest 
and Liquid Prell accounts, among others. 


The appointment of Jack A. Swedish as advertising manager in charge of national media 
for the Miller Brewing Co., Milwaukee, has been announced by Edward G. Ball, director of 
advertising and promotion. The appointment is another step in the realignment of Miller's 
marketing division, in line with which J. R. Wickstrom has been promoted to western adver- 
tising manager and George F. Gill to eastern advertising manager. Mr. Swedish, a native Mil- 
waukeean and a journalism graduate from Marquette University, comes to the brewing firm 
from the Western Advertising Agency of Chicago and Racine, where he was account executive 
on several consumer and industrial accounts for the past 12 years. Prior to that, he was en- 
gaged in buying, merchandising and display work for a large Milwaukee department-store chain. 
He is national director of the Advertising Federation of America. 



























Halsey V. Barrett has been named manager, tv new-business development of the Katz 
Agency, Inc., station representatives, and will report to Scott Donahue, Katz vice president in 
charge of television sales. For the past three years Mr. Barrett has been director of national 
sales with the Television Bureau of Advertising. Prior to World War II, his positions included 
a stint with Tide magazine and sales-promotion work with wor New York. In 1947-48 he was 
promotion manager of CBS-TV and for the next three years served as spot sales manager for 
DuMont. From 1952 to 1954 he was eastern sales manager of Consolidated Television Sales. 
During the war Mr. Barrett was a lieutenant, USNR, and served as aide to Adm. Lewis L. Strauss. 
He received a degree in business policy, sales management and advertising from Harvard Busi- 
ness School in 1937. 
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Reader’s Service 


2 s 
Television Age 
444 Madison Ave., New York 22, N. Y. 


Please send me reprints (25c each, 
20c in lots totalling 10 or more) of 
the Product Group Success Stories 
checked : 


Number of copies 
Auto Dealers (66 case histories) — se 
Bakeries & Bakery Products (12) —— 
Banks & Savings Institutions (19) - 
Beer & Ale (42) — 
Candy & Confetionery Stores (16) —— 
Coffee Distributors (16) -~-- 
Cosmetics & Beauty Preparation (29) —— 
Cough & Cold Remedies (12) ~ 
Dairies & Dairy Products (26) _ 
Department Stores (37) — 
Drugs & Remedies (36) —— 
Dry Cleaners & Laundries (10) —— 
Electrical Appliances (24) - 
Electric Power Companies (16) 
Farm Implements & Machinery (12) — 
Furniture & Home Furnishings (15) - 
Gas Companies (11) 
Gasoline & Oil (28) 
Groceries & Supermarkets (23) 
Hardware & Building Supplies (17) —— 
Home Building & Real Estate (14) 
Insurance Companies (14) 
Jewelry Stores & Manufacturers (22) 
Men’s Clothing Stores (18) 
Moving & Storage (26) 
Newspapers & Magazines (20) 
Nurseries Seed & Feed (12) 
Pet Food & Pet Shops (12) 
Restaurants & Cafeterias (22) 
Shoe Stores & Manufacturers (18) 
Soft Drink Distributors (16) 
Sporting Goods & Toys (24) = 
Telephone Companies (10) 
Television & Radio Receivers (14) : 
Theatres (24) ee 
Tires & Auto Accessories (12) — 
Travel, Hotels & Resorts (15) —_— 
Weight Control (12) oe 
Women’s Specialty Shops (14) 


Name 

Company 

Position 

Address 

City ' Zone 
State 


C) Bill me 


() I enclose payment 


C) Please enter my subscription for TELE- 
VISION AGE for one year at $7. As a 
premium I will receive a copy of the 
Source Book of Success Stories which 
includes the second 15 of the above 
Product Groups. 
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A man came to dinner in Dallas re- 
cently and then proceeded to bite the 
hand that fed him. 


A fellow named McCleery held a din- 
ner party for a group of what he be- 
lieved were friends and acquaintances. 
After dinner, the group did what every 
self-respecting American group should 
do—settled down to watch television. 

The program had hardly gone be- 
yond the opening commercial when one 
of the guests shoved his hand in his coat 
pocket and announced he had a shoot- 
ing iron. He took some $30 in cash, a 
watch and several rings from the guests, 
including his host, then fled. 

According to the AP story, police 
launched a search for the man, but no 
charges were filed immediately. 

The guests and the host figure that 
the fellow will come back next week, 
and if he does the same thing, they'll 
turn him over to the police. He obvious- 
ly shouldn’t be part of their group—not 
if he doesn’t like television. 

% * wm 

Happy ending: A visiting uncle told 
a bedtime story to his four-year-old 
nephew. It was all about a “bad little 
boy” and a “good litile boy,” with you- 
can-guess-who winning out. 

“That’s no story,” the nephew said, 
“that’s a commercial.” 

* % % 

And then we asked our own five-year- 
old boy why he had the tv set on so 
loud, especially since he was sitting so 
close to it. 

“I can’t help it,” he said, “I happen 
to be ear-sighted.” 

* * ao 

Our lawyer advised us not to use the 
right name of the person involved in 
this saga of the sea. But we can tell you 
that it happened a while back when 
waBc-Tv New York gave a press party 
on a tugboat in honor of the debut on 
the station of the film series, Tugboat 
Annie. 

When the voyage began, numbered 
among the many passengers was a lovely 
and charming girl, whom we shall iden- 
tify only as Miss C. When the voyage 
ended some two hours and several 
drinks later and the passengers de- 
barked, the gallant tugboat set out to 


sea again. But this time its mission was 
not to carry @ gay and festive group of 
celebrants. It was now, as it was meant 
to be, jammed and crammed with gar- 
bage. 

But not entirely. For when the vessel 
was several miles at sea and just about 
to unload, found to be sleeping peace- 
fully amidst the tug’s cargo was lovely 
and charming Miss GC. When inter- 
viewed several hours later, Miss G.’s 
comment to the press was, “All I will 
say is, it was no bed of roses.” 


* a * 


If the great singer, Madame Ernestine 
Schumann-Heink, were alive today, she 
would know how to get a high rating— 
she was a gal who knew the score, ar- 
tistically and commercially. To prove 
the point, here’s a story told in Culiure 
Under Canvas, an entertaining book 
about the good old days of the travel- 
ing Chautauqua shows by Karl Detzer 
and Harry Harrison. 

When Harry was a young agent sell- 
ing talent for Lyceum, he was sent 
on tour one season with Madame 
Schumann-Heink. A local impressario 
had brought her to one Ohio town, pay- 
ing $1,000 in advance. But at noon, be- 
fore the concert, it began to rain and 
at curtain time the auditorium was only 
half-filled. The local manager, fast be- 
coming frantic, counted his gate re- 
ceipts and discovered that he was three 
hundred dollars in the hole. 

When Harry Harrison reported that 
fact to the singer, she said, “My boy, 
tell this man that Schumann-Heink, she 
do not want his money! She give back 
whatever it is, the loss.” 

“But you can’t do that,” Harry pro- 
tested. 

“Ach, yes, my boy,” she answered. 
“Schumann-Heink can. If you stay in 
this business, is one thing to learn. 
Never let them lose money on you. If 
Schumann-Heink go out now and sing 
like angel, and that man, he lose money, 
then Schumann-Heink, she no good! 
Her voice, it is kaput. But if Schumann- 
Heink ge out and sing off-key, and the 
management make money, then he tell 
everybody, ‘Schumann-Heink, she sing 
like angel.’ ” 






























LATEST BULLETIN FROM CENTRAL MICHIGAN, 


WILX“TV APPOINTS VENARD RINTOUL MCCONNELL INC 


EXCLUSIVE NATIONAL REPRESENTATIVES. WILX~TV GOES 


ON THE AIR SHORTLY AFTER THE FIRST OF THE YEAR 


ON CHANNEL 10 WITH DOMINANT CITY GRADE COVERAGE 


IN MICHIGAN'S GOLDEN TRIANGLE... LANSING- 


JACKSON= BATTLE CREEK. WILX~TV WILL BE THE 


NBC OUTLET FOR THIS AREA, THE STATION TRANSMITS 


WITH MAXIMUM POWER OF 316,000 WATTS WITH 


TOWER HEIGHT OF 975 FEET. CALL VENARD RINTOUL 


AND MCCONNELL OFFICES IN NEW YORK CHICAGO 


DETROIT ATLANTA LOS ANGELES OR SAN FRANCISCO 


TODAY FOR AVAILABILITIES= 
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sponsors, to our affiliated stations, and 
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to all the families who tune us in, our thanks. 


Sources: 1. National Nielsen first and second October Reports 1958 vs. 1957. Average share of audience for spon- 
sored programs, 7:30-10:30 P.M., NYT. 2. Trendex Reports for same program periods, November, 1958 vs. 1957. ABC ¥ ELEV 








